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Let the Merchant Use His Head 


And He Need Not Fear Mass Buying and Distribution 


By Roger W. Babson 
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Babson of Babson Park, Mass., was interviewed on the subject of Chain 
Stores. His official statement is as follows: 


BOUT two years ago, in some 
A amett on the chain store 
situation, I made the point 
that chain stores would have a tre- 
mendous growth in 1924 and 1925, 
and then their troubles would begin 
the same as the troubles of inde- 
pendent stores. I called the atten- 
tion of readers to the 


troubles are inevitable in large cor- 
porations with absentee manage- 
ment, while independent merchants 
who personally operate their own 
stores are almost entirely free from 
such labor troubles. Already these 
troubles are beginning to appear, 
which ,means that the independent 


merchant may be again coming into 
his own while the chain stores may 
be the ones who will do the worry- 
ing during the next few years. 

As stated above, the chain store 
has the advantage of buying goods 
very cheaply, owing to its great pur- 
chasing power; but there is no 

reason why a chain store 





fact that the advantages 
of the chain stores con- 
sisted primarily in their 
ability to get excellent 
management and to pur- 
chase at very low prices. 
I made it clear that there 
is no reason why inde- 
pendent merchants,. who 
are on the job, could not 


have equally as good 
management, and said 
that the chain store 


would be up against 
other troubles which 
would, in a way, offset 
its great purchasing 
power. In _ connection 
with these other troubles 
I mentioned the fact that 
by the end of 1925 chain 
stores would be cutting 
one another’s throats and 
also would be subject to 
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should have better man- 
agement than the inde- 
pendent merchant, if the 
independént mer- 
chant would attend to his 
business and use his head 
instead of merely his 
arms and legs. It is said 
that American consumers 
spend about $40,000,000 
daily on food and that 
price is a secondary con- 
sideration in the spend- 
ing of this money. The 
great majority of Ameri- 
can consumers are more 
interested in service than 
in price. This is the 
reason that some chain 
stores are now making 
_— deliveries and, in many 
instances, run what is 
equivalent to charge ac- 
counts. The “cash and 
carry” idea was fine in 
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The upper section shows the functional sequences 
of business and the points of accumulation. The 
line of over-capacity indicates speculative demand 
and over-manufacture. The line of normal produc- 
tion is identical with normal income, normal em- 
ployment and normal credit. 

Balanced production and consumption would af- 
ford constant employment and continuous income. 
That would tend to increase purchasing power. Of 
course that suggests a situation that may never be 
realized, but it is the ideal toward which economic 
pressure will constantly force us. 

The frequent buying on the part of retailers 
tends to create a steadier flow of materials through 


the processes of manufacture and a more continu- 
ous flow of merchandise through the channels of 
distribution. That is in the direction of a more 
economical balance. 

The manufacturers of shoes are not permitted to 
create great overstocks, because the retailers re- 
fuse to accept them. Therefore they feel the pres- 
sure of over-capacity in the form of idle space, idle 
equipment and decreased average production. 
There is less actual over-selling than in the past, 
but greater competition in relatively unsuccessful 
selling effort. The cost of comparatively wasted 
effort is part of the consumer’s bill for footwear. 


theory, but it does not work out well 
in practice, statistics showing that, 
at the most, it can save only about 
5 per cent. 

Chain stores have their functions 
in the economic world and in the 
great retail distribution system of 
American life. They are here to 
stay, but they are not going to do 
all the business any more than are 
the department stores and mail 
order houses. Each took its turn in 
causing a scare throughout the re- 
tail field and all thought they were 


going to put everyone else out of 
business. However, history has 
shown that such is not the case. 
Also, the future will show the job- 
ber to be in existence 100 years from 
today just as truly as he is today. 
As population and business increase, 
new lines of business develop. These 
new lines create great interest for 
the time being, but in most cases 
the old lines still continue although 
profits often fall off. For instance, 
while we hear the electrical industry 
talked of as the only worth while 


public utility in which to invest, yet 
we find that more gas is being sold 
today than ever before, while the 
consumption of kerosene and even 
candles is increasing at a very rapid 
rate. It is well enough to talk about 
eliminating the middleman, but we 
cannot eliminate his function, and it 
is the function which we pay for 
and not the man. I repeat, the 
chain stores are here to stay, as are 
department stores and mail. order 
houses, but I also insist that the in- 
dependent merchant has as great an 

[CONTINUED ON PAGE 97] 
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N indicating in Chapter 

Two the “Five Steps in 

Preparing Your Advertis- 
ing Copy,” which appeared in 
the: Nov. 5 issue of the Boor 
AND SHOE RECORDER, the first 
and second steps proposed 
were: First, determination 
of all the possible emotions 
that can move people to the 
purchase of merchandise. Sec- 
ond, selection of the emotions 
associated in any way with 
the purchase of shoes. 

These two steps’ in the 
analysis of the shoe mer- 
chant’s advertising problem 
have been taken, and the re- 
sults summarized in the list 
which follows. The standard 


of selection has been severe, . 


for the double purpose of 
simplification and keeping the 
memorandum genuinely perti- 
nent to the retail shoe busi- 
ness. The extensive and ex- 
acting research work is al- 
ready done for you, saving 
you all the time required to 
make a comprehensive survey 
and analysis of this sort, and 
furnishing the groundwork 
upon which you may build 
your advertising policy and 
establish your advertising 
methods. The question pro- 
pounded for this investiga- 
tion was: What are the funda- 
mental instincts, . feelings, 
emotions, impulses, desires, 
motives, to which the shoe 
merchant may appeal in his 
advertisements? Briefly, they 
are: 

(1) The Emotion of Allure- 
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Analyzing the Instincts W hich 
Make People Buy 


(Third of a Series) 


By O. K. Johnson 





HE demand for shoes in your community, 

and the possible volume of business in 
shoes, are limited by just two things—ex- 
isting desires and needs, and your ability to 
stimulate desires and needs of which the 
people are not yet conscious. If you study 
this subject carefully and substantiate the 
truth through your daily contact with cus- 
tomers and by your experience in observing 
the motives which influence them to buy, 
you are sure to obtain three practical re- 
sults: First, guidance in the selection of 
merchandise for your stock, in the exercise 
of your function as footwear buyer for your 
community. Second, clews to successful 
salesmanship in your store. Third, helpful 
direction in your work of producing your 
advertisements. It is this third point in 
which our interest now lies and which is 
fully discussed in this article by Mr. John- 
son. 









themselves. They adorn them- 
selves to attract the other sex, 
to gain attention, to have ap- 
proval. 

(5) The Emotion of Imita- 
tion.—People like to do as 
others do. They follow others. 
They delight in copying 
others. They have the in- 
stinct of gregariousness in 
buying; the whole herd buys. 

(6) The Emotion of Com- 
petition—People are moved 
by ambition. They take pleas- 
ure in emulation. The feel- 
ing of rivalry spurs them on. 
They seek social distinction, 
or the mark of preeminence 
in business, or rank and 
honor in profession. They 
want to attain superiority 
over others. In buying, they 
are inclined to select mer- 
chandise for its quality of 
distinctiveness. 

(7) The Emotion of Play. 
—People enjoy sport, amuse- 
ment, merriment. 

(8) The Emotion of Com- 
fort——People enjoy relaxa- 
tion, restfulness, ease, con- 
tentment. 

(9) The Emotion of Devo- 
tion.—Parental affection is a 
deep-seated instinct; filial 
affection, somewhat less deep. 
There is also a loyalty to 
others. There exists a feel- 
ing of loyalty to the store 
where the proprietor, sales- 
people, merchandise, policy 
and service win and justify 
public approval. 

(10) The Emotion of Fear. 
—Fearfulness is a_ strong 











ment.—People are enticed by the 
things they like. They respond to 
the suggestion of charm. Its oppo- 
site is the feeling or repulsion to 
whatever is disliked. : 
(2) The Emotion of Curiosity.— 
People are inquisitive. They are of 
an inquiring turn of mind. They 
have a longing to know. They wish 
to find out. They want to see. 















(3) The Emotion of Acquisitive- 
ness.—People want possessions, to 
have things. They want to own the 
things they like. They try to get 
what they like. They experience 
pleasure in acquiring. 

(4) The Emotion of Ornamenta- 
tion.—People are moved by pride in 
appearance, by the enjoyment of 
display, by their love of beauty in 





emotion. In its milder aspects, it is 
the timidity or caution which re- 
presses action or causes the cus- 
tomer to hesitate. 

The above list is not offered as 
the last word in the classifications 
of emotions, and no claim is made 
for perfection in analyzing the com- 
plex content of the emotions that are 
included here. But it is thought to 
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be psychologically correct for that 
field of the emotions which it at- 
tempts to cover. It is presented for 
its. practical value to the shoe mer- 
chant who wants to advertise wisely 
and well, and who knows his adver- 
tising copy must contain appropriate 
buying appeals strong enough to 
stimulate buying motives that will 
simply make people buy his shoes. 
Address your advertising to the 
human emotions. You will be in 
good company, for many successful 
advertisers do this. The advertising 
of the Jordan Motor Car Co. is emo- 
tional advertising. Jordan adver- 
tisements are distinguished from 
other automobile advertisements by 
the uniqueness and human- 
ness of their appeal. Edward 
F. Jordan, president of the 
company, writes the copy 
himself. He expresses his 
viewpoint by saying that “it 
is well to remember, in writ- 
ing advertising or making a 
sales appeal to the family, 
that there are four vital 
factors in the great human 
story—love, money, adven- 


ture and religion.” 

Compose advertisements 
that aim for the heart rather 
than the head of the people in 
your community. Not in an 


effort to create new desires, 
for there are no essentially 
new desires. Fundamental 
desires exist already; they do 
not have to be called into be- 
ing. They merely need to be 
aroused by an emotional touch, as 
the sleeping princess, after her 
hundred-years’ nap, was awakened at 
the touch of the prince’s kiss. 

You have only two ways to reach 
the consumer and influence buying. 
The first is an appeal to emotions; 
the second, an appeal to intellect. 

When you put into your advertise- 
ment an appeal that stimulates an 
emotional buying motive, you have 
on your side all the inner emotional 
life of the individual, her teelings, 
her instinctive sense of want and 
need, her natural desires. The spon- 
taneous action that is aroused by her 
involuntary response to your appeal 
is backed up by the inherent. human 
inclination and tendency to seek the 
gratification of personal desires and 
the satisfaction of personal needs. 
There is a natural disposition on her 
part to act in the way suggested in 
your advertisement. With her, buy- 
ing action results from an appeal 
. that promises to grant her desires 
and satisfy her needs. Some instinct 
prompts her to act; and her action 
is impulsive, not contemplated and 
weighed. The appeal usually reaches 
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her through a form of suggestion. 

By way of contrast, see how very 
different a matter is the problem of 
arousing an intellectual buying mo- 
tive. An appeal to an intellectual 
buying motive finds the reader of 
the advertisement either positively 
hostile to the advertiser and to his 
proposition, or at best indifferent, 
disinterested and listless. To arouse 
this sort of motive it is necessary to 
stimulate the reasoning faculty. 
When you succeed in doing this, the 
customer definitely places herself 
face to face with the question, “Why 
should I buy these shoes?” She in- 
sists upon knowing what advantages 
she will secure if she makes the pur- 


1926 Trade Conventions 
and Style Shows 


chase; and she contemplates the dis- 
advantages, real and imaginary, 
which she will incur if she does buy. 
Then, in a rational manner, with 
logical mental processes, she con- 
siders the reasons for buying and 
comes to an intellectual conclusion 
which determines her action. Sh2 
will buy, or she will nct buy, accord- 
ing as the advantages outweigh in 
her mind, or fail to outweigh, the 
disadvantages of buying. The ap- 
peal to intellectual buying motives 
is achieved by giving in the adver- 
tising copy the reasons for buying. 

Assuredly the appeal to emotions 
appears to be the easier way to 
reach the consumer and influence 
buying. 

It is possible to get these instincts 
to work for you in securing cus- 
tomers and building up business for 
your store. You are intensely in- 
terested, therefore, in the state of 
mind which predominates in people 
after they have read your advertise- 
ments. You want it to be favorable 
to you, your shoes, your store and 
your service. How can you secure, 
in readers of your advertisements, 


At St. Louis—Second An- 
nual Pageant of Footwear Fashions. Hotel 
Statler. 

January 7-9. At Chicago—National 
Shoe Retailers’ Association Convention and 
Style Show. Hotel Sherman. 

January 12-14. At Boston—Shoe Whole- 
salers’ Show, Symphony Hall. 
10, each evening. 

January 18-20. At Atlantic City—The 
Pennsylvania Shoe Retailers’ Association. 
Hotel Traymore. ‘ 
At San Francisco—California 
Hotel St. 


From 5 to 
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that favorable state of mind which 
makes people desire your shoes and 
buy your shoes? Through the power 
of suggestion applied to the ten emo- 
tions which have been selected and 
included in our list. It will be profit- 
able for you, when you are writing 
your advertisements, to consider 
these ten. emotions thoughtfully, in 
order to determine what sort of sug- 
gestion to use, and to know the point 
at which to aim to make the sug- 
gestion effectual. 

A study of several hundred shoe 
advertisements leads to the conclu- 
sion that shoe merchants are seri- 
ously neglecting the emotional side 
of advertising. Ninety per cent of 
them are talking about the 
same. commonplace things in 
just the same commonplace 
way as their competitors. 
With most retail shoe adver- 
tisements, a change of name 
and address would make them 
equally pertinent to compet- 
ing stores down the street. 
Less than 10 per cent of them 
make any studied conscious 
appeal to buying motives 
based on instincts and emo- 
tions. To this statement 
must be made one exception 
—the appeal to the bargain 
instinct to “get as much for 
your money as you can.” 
Nearly 10 per cent of all re- 
tail shoe advertisements re- 
veal no appeal to any buying 
motives whatever; statements 
in their text are confined to 
claims to superiority for the mer- 
chandise advertised; or the adver- 
tisement proves to be nothing more 
than a sort of glorified business card 
giving name of proprietor, nature of 
business and location of store. 

Now a peculiarity of ineffective 
advertisements is their lack of ideas. 
Indeed, an advertisement is scarcely 
entitled to the honor of the name 
unless it does contain an idea; it is 
only a collection of words, set in type 
with or without an illustration, that 
fill some space in the newspaper. 

The essential element in your ad- 
vertising copy is the idea. What 
the idea in any one of your adver- 
tisements shall be you must deter- 
mine before you write a word. De- 
ciding upon the idea is a matter of 
thinking. What is greatly needed in 
retail shoe advertising is more 
thinking before writing. You must 
think upon, understand and apply 
fundamental facts in order to estab- 
lish the right idea. No other in- 
fluence in the world is equal to the 
influence of the right idea. Com- 
municate the right idea and you 
make a buyer. 











“~ 
i) 


ra> 


Ww « 
' 


sort mw SWS | ok 


November 28, 1925 





BOOT AND SHOE RECORDER 


Ten Commandments of Business 
By Paul F. W. C. Krippendorf of Lynn, Mass. 


Internationally known inventor and mathematician in the complicated practises 
of shoe and leather production 


The Ten Factory Commandments 


I 
Thou art employed by me and thou shalt not 
serve other masters whilst in my employ. Give 
me more than I expect and I will do likewise 
unto thee. 
II 
Thou shalt not swear. A vile tongue is not 
an ornament, nor oaths an aid to your work. 


Ill 
Remember the working days and keep busy. 
A long day’s work makes a long day short. 


IV 
Honor thine employer; don’t complain be- 
cause he complains. He must give good value 
for his money, so should you. 


Vv 
Thou shalt not kill—time. Watch thy work 
and not the clock. The slothful servant is 
judged by the work accomplished. 


VI 
Do nothing here which shall destroy thy 
self-respect. What thou doest after hours con- 
cerns me not, except that if dissipation affects 
thy work, thou shalt soon be dismissed. 


Vil 
Be thou honest in all things. The employee 
who will steal for me may be capable of steal- 
ing from me as well. 


Vill 
Thou shalt not lie or carry tales; tell me 
what I ought to hear, forget the rest. 


Ix 
Thou shalt not covet thy neighbor’s job, nor 
anything that is his. If thou wouldst earn 
more, learn more. 
x 
Owe money to no man, and mind your own 
business; it may be that in time thou shalt 
have a business of thine own to mind. 


Krippendorf Revives the Dietary Laws of Moses for the Benefit 
of Busy Men Who Eat in a Hurry 


Moses Dietary Laws Revived 


Acids and neutrals or starches and neutrals 
can be taken at the same meal. 

Remember acid and starch will not digest to- 
gether, causing fermentation and preventing di- 
gestion, hence toxic poison from which all dis- 


eases come. 
Acids ——_—— 


Fish 

Fowl 
Grapefruit 
Cherries, Sour Lamb Strawberries 
Citrous Fruits Lemons Sweet Potatoes 
Cranberries Limes Tomatoes 
Eggs Oranges 


Starches 


Bananas Cakes Ice Cream 

Barley Chestnuts Lentils 

Biscuits Corn, on Cob Lima Beans 

Corn Products Milk 

— Crackers Potatoes 
cramam Cream Rie 
Rye Custards Spaghetti 
White Dried Beans Tapioca 
Whole Wheat Dried Peas Wheat Products 


— Neutrals 


Alligator Pears Cheese Peas 
Apples, Sweet Cherries, Sweet Plums 
Asparagus Egg Plant Prunes 
Bacon Grapes Raisins 
Beets Greens Raspberries 
Blackberries. Ham Rutabaga 
Blueberries Melons 

Cabbage Nuts 

Cantaloupe Olives 

Carrots Onions String Beans 
Cauliflower Peaches Turnips 
Celery Pears 


Acid fruit pies with thin and very short crust 
can be taken with acid meals by healthy persons 
that exercise; all other pies with starchy meals. 

Candies only when person is well and after 
acid meals. 

Remember all meat becomes acid in the 
stomach. 

Pork is poisonous to most people and veal has 
no nourishment. 


Copyright 1925 by Paul F. W. C. Krippendorf, Lynn, Mass. 
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The Speculative Age 


NATIONAL speculative period is in progress. 


Merchants and manufacturers’ speculate 
that installment methods insure greater consump- 
tion of commodities, and that the risk of non-pay- 
ment isn’t excessive when general prosperity is in 
evidence. 

Real estate operators in Florida and in all parts 
of the country figure a smaller equity so that most 
anyone “with a promise” can get what they want. 

Everywhere the search for quick and large prof- 
its by new financial methods, involving promises 
and not performance. 

The idea of working and saving is giving way to 
speculating and hoping. Our cartoonist illustrates 
a good shoeman scorning his little net profit per 
pair of shoes in the dream of wealth through specu- 
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lating. He is a babe in arms when it comes to un- 
derstanding the land game as it is being played. 
His life has been one of service in shoe selling and 
he knows his shoe book. 

He has made a fair profit at retailing shoes, com- 
mensurate with his talents and the effort he has 
put into the game. He should stick to his last. All 
is not sunshine for the speculator, down where the 
oranges grow. 

Likewise, all is not velvet where businesses are 
buttressed with installment paper. What folly for 
merchants selling wearables to sell on long time 
promises to pay wherein the merchandise is worn 
out before the bills are paid. Stick to cash—and 
hold onto the savings so that you can grow and de- 
velop your own business, which you know is safe, 
sane and satisfactory. 


Speak About—Shoe Beauty 


HAT has the trade done to give people a better 

understanding or appreciation of shoes? Most 
shoes are sold as foot coverings. People buy them 
as a matter of course. Automobiles are sold to 
people as pleasure cars—utility is a secondary mat- 
ter. Radio is marketed as entertainment. Picture 
shows appeal to the vision and to imagination. Mil- 
linery is offered to women as an adjunct to good 
dress. Cosmetics and beauty parlors play on the 
vanity of the fair sex. Shoes seem to be the most 
commonplace things in the entire category of ap- 
parel or modern dress. Leather is about the most 
unromantic thing in human comprehension. The 
shoe trade must awaken to a new ideal. It must 
begin to sell shoes on a different basis or see itself 
outstripped by its growing rivals. Sitting down 
and bewailing the encroachment of the automobile, 
the radio, the credit installment house, the house- 
to-house silk salesman, and a dozen other go-getters 
will not stem the tide. People are keenly alive to 
modern methods. They want to be told about things 
in an entertaining and human manner. Let’s begin 
to tell them about shoes as they really are—beauti- 
ful, comfortable, stylish, artistic, ingenious, prod- 
uct of the best brains of America. 


Strap Oil a Cure 


YVHE “Crime Wave” is giving the nation much 
concern. Remedies are sought from every 
available source. Strange that none of the wise 
ones have thought of the best and only remedy that 
should begin right at home. It is a large, strong 
hickory withe, or a trunk strap, in the hands of a 
vigorous parent. After the criminal departs from 
the homestead.and goes out into the world away 
from parental discipline there is another very ef- 
fective remedy. It used to be known as the “rock 
pile” where infractors of the law were supplied 
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with a nice, h avy hammer and a pile of boulders 
to reduce to small ones. 


The World’s Very Best 


MERICAN shoe manufacturing is one of the 

few industries which by our national law- 
makers is deemed able and worthy to stand alone, 
without the aid of governmental “protection” in the 
way of import duties levied upon competing for- 
eign imports. The shoe manufacturers did not 
ask for this distinguished testimony concerning 
their efficiency ; but they go it, anyway! 

The American Government said to them: “You 
are so ably organized, so economical in operation, 
so effective in producing ; 
power that we will place 4 | 
shoes on the ‘free’ list, with 
no duty; no other article of 
wear made in the United 
States is as cheaply and 
effectively produced; we 
will have to accord from 15 
to 80 per cent of protec- 
tion, by import duties, on 
everything worn, from 
head to foot, by man, wom- 
an or child—except shoes.” 

The full force of this re- 
markable official compli- 
ment to the American shoe 
industry ought to be high- 
ly appreciated. It is incon- 
testable evidence of supe- 
rior ability, in economical 
production. 


| 


—THEAC Estate 


The profit per pair looks small to the land 

speculator who leaves a tidy little business to 

pursue rainbows which rarely end in bags of 
gold. 


A Well Shod Staff 


OW about the shoes 

worn by the proprie- 
tor and clerks, in a shoe store? The following 
story may have a point of suggestion: 

There was a young fountain pen salesman who, 
to his great joy, was succeeding on his first trip 
in persuading a stationer to order one hundred 
pens. But all of a sudden the stationer’s manner 
changed to the young man. “I countermand that 
order,”. he barked and hurried into his private 
office, slamming the door behind him. Later in 
the day his bookkeeper said to the stationer: 
“May I ask, sir, why you so suddenly counter- 
manded your order for those fountain pens?” 
“The young salesman,” explained the stationer, 
“booked my order in lead pencil.” 

On the principle of the old proverb, “He who 
drives fat cattle should himself be fat.” If you 
are trying to build up trade in better footwear 
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(and what dealer is not?) then it won’t do to have 
shabby footwear, down at the heel and scuffed, 
worn by anyone connected with the store. 

What terms do you give your store force, on 
their shoes and incidentals, for business wear? 
Wouldn’t it pay to enable them to afford to dress 
well as to their feet? 

A merchant brought up this question the other 
day and said: “I make it a rule that everybody 
in the store must start the seasons, fall and spring, 
with a pair of good, new style, snappy shoes, not 
the most expensive in the store, rather a good high 
average so to speak. These they get at store cost. 
I don’t care how many more they buy during the 
season, if they feel inclined; but the must start 
the season right, anyway, and must keep in good 
trim at all times. Most of 
my clerks are men, and I 
have a good men’s shoe 
trade. I have some few 
customers who are a bit 
fussy and fancy, who buy 
the best in the store; and 
they would feel a little 
above buying anything they 
saw aclerk wear. This ap- 
plies to men and women 
both. 

“But the main proposi- 
tion is that the store force, 
in the store or out of it, 
ought never to permit any 
reproach of being slipshod. 
It would have an effect ex- 
actly opposite to that which 
we want to bring about in 
the community, namely, a 
desire for neat and trim 
looking footwear.” 

This sounds like good 
philosophy. What is the 
general custom as to shoes 
bought for personal use by 
the store force, as to price charged them? 


That Canada beer reminds one of an advertise- 
ment that gives no indication of the price.. It 
seems enticing on the face of it. It listens good, 
as the slangers say. But when it comes to actual 
fulfillment.of desire it falls down with a saddening 
after effect. 

EEE 

Have we overdone the go-getter business? Have 
we drifted into a period of, not frenzied finance, 
but frenzied selling? Are there not certain per- 
manent, lasting, satisfactory values in life that we 
Americans have almost forgotten? Have we put 
too much emphasis on large volume and not enough 
on real profit? 
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Stabilization of Style, Price and Service 


Keynote for New Year Sounded at 
Boston Boot and Shoe Club 


HE Boston Boot and Shoe 

Club, as the outstanding social 

club of the shoe industry, held 
its 229th dinner last week at the 
Hotel Vendome, Boston. Making the 
event the basis for a national ad- 
dress by President John C. McKeon 
of the National Boot and Shoe 
Manufacturers’ Association, the 
meeting served as warning to the 
industries that anticipation of 
spring requirements should be done 
in December. 

As sponsor of the evening, Frank 
R. Briggs opened the meeting fol- 
lowing dinner with emphasis upon a 
remark made some time before at a 
Shoe gathering by Dr. S. Parkes 
Cadman to the effect that “poor 
shoes and poor clothes are outward 
signs of social degradation,” and 
followed with high praise of the 
next speaker. After congratulating 
the trades on the resourcefulness 
and ability for leadership of John C. 
McKeon, Mr. Briggs led the ovation. 

Mr. McKeon scored a hit. The 
high lights of his talk were as fol- 
lows: 

Price stabilization, style stabiliza- 
tion and service stabilization for the 
opening months of the new year can 
only come by sensing now the needs 
of the merchant for plenty of shoes 
in his store early in March for 
Easter business. To let the month 
of December go by without ade- 
quate production of early spring 
merchandise is to push into a very 
few weeks a tremendous output. 

“IT honestly believe,” he said, 
“that the greatest value in the world 
—in the way of a commodity—is 
the American made shoe that is in 
the staple class. 

“The style problem involved in 
men’s shoes is in a category all its 
own and must be treated in an indi- 
vidual way, as the commercial ad- 
vantage therein is exploited. I 
recommend greater consideration of 
a man’s shoe wardrobe, plainly stat- 
ing that fact. I have never yet seen 
the idea thoroughly exploited at re- 
tail.” 

He recommended 


light weight 


footwear for men and detailed his 
own shoes, which he termed “stroll- 
ers.” 

“There is no particular advan- 





John C. McKeon, who did a “Paul 
Revere” in sounding “an alarm 
not to delay shoe buying” 


tage in dealing with figures as they 
apply to population and the number 
of pairs of shoes produced and con- 
sumed,” he continued, “as the whole 
story narrows down to the exploit- 
ation of footwear so as to bring 
about greater shoe consciousness, 
and stress the idea of a little more 
style and a little more variety in 
footwear for men. 

“The future values and prices of 
footwear are influenced perhaps by 
a stabilized condition brought about 
through Federal tax revision, which 
probably will be offset by the failure 
of liquidation of labor as the result 
of restricted immigration and union 
influence. 

“As applying to the question of 
over-production and under-consump- 
tion, it is fair to assume that we 
dare not—in any way—jeopardize 
this so-called honest American shoe. 
Therefore, our only chance is 
through the element of style where 
it is not now a stimulative feature. 

“Let us all encourage fashion 
welts, clearly facing the fact that 
welt shoes’ inactivity during recent 
years has created—through idle 
floor space, idle machinery and idle 
labor—an enormous waste in indus- 
try. 

“There is no doubt but what the 





welt shoe—through the element of 
fashion—is coming back strong, and 
the step forward, or sound revival, 
should by all means be encouraged. 

“Such remarks are not directed 
against manufacturers of McKay 
shoes, because I feel they have been 
a decided benefit to the industry as 
a whole, as they have brought about 
greater shoe consciousness through 
supplying style at prices acceptable 
to the. masses. 

“Neglect of consideration of the 
welt shoe for women has been a big 
factor in our problem of over-pro- 
duction, since it has permitted a pre- 
ponderant demand for turns, and 
made possible the advent of hun- 
dreds of manufacturers in a small 
way with very little need for ma- 
chinery and very little need for 
capital, and in a great measure to 
be classified as unreliable, materially 
affecting the old-time solvent houses, 
heretofore the bulwark of legitimate 
supply. 

“TI want to stress observance of the 
ethics of the trade in the considera- 
tion of credit, its original distribu- 
tion, its flexibility and its abuse, and 
a plea for observance of ethics of 
the trade as it applies to coopera- 
tion with the retailer, both from a 
viewpoint of finances and a view- 
point of recognition of manufac- 
turing advantages and difficulties.” 

The climax of his speech was his 
warning to the trade that an early 
Easter necessitated December at- 
tention to production and distribu- 
tion wants, and what he said is 
crisply told in the bulletin sent out 
by the National Boot and Shoe 
Manufacturers’ Association this 
week, as follows: 

“December is absolutely the essen- 
tial time for the final purchasing 
for Easter retailing. 

“Such dealers as are calculating 
to place business for Easter retail- 
ing at the N. S. R. A. convention 
are jeopardizing their own inter- 
ests by so doing. Therefore, you 
should advise your accounts accord- 
ingly, letting them depend upon the 
N. S. R. A. convention for its edu- 
cational and social features rather 
than for buying purposes. 

“The calendar indicates very 
clearly the _Easter period, and it 


(CONTINUED ON PAGE 53) 
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Drifting Is a Dangerous Policy 


Consider Your Easter Requirements 
in December 





E RECORDER has always stood for conservative buying. Let us now 
consider what conservative buying really means. It means frequent 
buying on the part of retail shoe merchants to create an economic 
and steady flow of materials through the processes of manufacture, 
as well as a continuous flow of new shoes in new styles for the public to ap- 
preciate and purchase. 

+H Seelh + 


‘Easter lies ahead—the greatest selling event of the year, and likewise the merchant’s 
greatest opportunity for profit. In recent years Palm Sunday has represented the peak of 
public demand. With Easter, April 4, and Palm Sunday, March 28, the bulk of shoe selling 
is thrown into the month of March. Consider well your needs therefor. 


ee a al 


Trade practise has built up artificial barriers. Style shows and conventions scheduled for 
the week of Jan. 4 to 9, and for an entire trade to dump its ordering into that period would 
jeopardize the possibilities of production and delivery in time for Easter selling. .Conven- 
tions and style shows are primarily for educational purposes and to show merchants how to 
sell profitably plus late selections of footwear—but not all Spring requirements. 


a a ll 


Easter footwear should be in most stores by March 1, and latest factory deliveries on or 
before that date. Calendars show holidays from Christmas, New Year, Lincoln’s birthday 
and Washington’s Birthday, a short February and half day or no Saturday production. Fig- 
ure it out for yourself—can every store get its requisite supplies unless it starts production 
in December. 

a 


The RECORDER sounds no alarm because factories are idle and need the business—that is not 
so—for general American prosperity has made most factories active with many days of cut- 
ting ahead. The warning is given—Prepare early for a tremendous national demand—tell 
your manufacturer your needs so he can allot production—you may be able to detail some 
of your shoes well into January if your wants are interpreted into the system of economic pro- 
duction. 

Bt 


It is conservative buying-practise to consider how shoes can be made and deliv- 
ered by arrangements made in December for the shoe merchants’ greatest Easter 
April 4th. Study the calendar for actual production days between your order and 
March 1. 
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Hosiery and Accessory Trims // 


to Help Swell Your 
Holiday Volume 


“Cheerfulness (opposed to gloom) 
implies a bright and equable temper 
or disposition, which shows itself in 
the face, the voice, the actions; it 
suggests a strong and spontaneous 
but quiet flow of good spirits.”— 
Webster's International Dictionary. 





HAT is the sort of cheerful- 
ness that should greet every 
person entering the store of a 
shoe merchant. A sunny welcome. 
A friendliness. A spirit that sug- 
gests mutual effort and cooperation; 
that signifies service and square 
dealing. 

All the fine footwear, all the hand- 
some hosiery and excellent findings 
will make no better display than this 
warmth of honest greeting to the 
being who crosses the threshold of 
the retail shoe establishment. 

A merchant’s store must be a part 
of its community and still be an 
annex to the palace of fashionable 
footwear and findings. In it the 
public must find shoes, slippers, 
stockings, garters, shoe trees, clean- 
ers, buckles, fancy heels, rubber foot- 
wear and about twenty-five other 
articles of the shoe business. And 
in addition the merchant and his 
sales force must have at instant 
command the 


mate mo a —- 











ing for the holidays is on many folks 
will visit shoe stores that are new 
to them. It would be an excellent 
time for the merchant to obtain a 
list of names and addresses for 
follow-up after the New Year. 

The window displays of the coun- 
try for the most part are high in 
average as publicity and business 
getters. Displays and showings 
should not stop there. They should 
be made on the inside of the store 
with as much care and pulling power 
as those in the windows. Many folks 
are drawn inside by the articles 
shown in the windows. Once inside 
their desire should not be allowed to 
fade or lag for the want of enticing 
merchandise for the eye and mind to 
feast upon. 

The display of hosiery should’ be 
within easy reach of the customer 
entering the door. Customers want 
to get the feel of the materials. They 
want to judge the weight. They 
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want to match the color tones with 
some sample they have in hand or 
mind. Stockings within reach help 
to sell themselves. As to the display 
itself ‘one should spend as much care 
as in window showings. Naturally 
a display of hosiery would be dis- 
arranged but if it tends to make 
business and can easily be put in 
shape it is well worth the trouble. 


IFTEEN or twenty stockings 

placed in color order on the bars 
of an upright could be snapped up a 
bit by placing in the center above the 
stockings a decorative advertising 
head and at the ends of the bars at- 
tach a pair of filled children’s gloves 
giving to the showing the effect of a 
figure with arms outstretched and 
dainty silks flowing gracefully from 
the extended arms. A thoughtful 
placing of stockings in a color forma- 
tion would help to give the appear- 
ance of a designed gown. Don’t put 
all of the display 
work into the win- 





right answers to 
what people are 
wearing in New 
York, San Fran- 
cisco, London, 
Paris or Judson’s 
Four Corners. If 
asked about the 
making of shoes, 
the leathers used, 
or the satins, or 
the best shades of 
stocking to go 
with a certain 
type of shoes the 
correct informa- 
tion should not be 








nt 





dow. A couple of 
years ago in the 
Palm Beach Shop 
of I. Miller the 
slippers and 
pumps were hap- 
pily placed upon 
glass stands about 
a foot from the 
floor. Shoes are 
seen below the 
level of the eye, 
way down on the 
walking surface. 
In that position 
their beauty are 
more shape, style 








delayed. 
While the buy- 


Hang out the family wash in the window. 


and easily judged. 
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Buckles which have so much fascinating influence upon 
folks can be much more tastefully arranged than by being 
placed one against the other in upright and in horizontal 
rows in trays in show-cases and cabinets. Much better if 
each buckle or pair be given breathing space. Buckles 
jammed closely together will run together and the delight- 
ful patterns and designs will be lost; which lessens the 
producing power of the the showing. 

Why not have a cabinet similar to a window, built in the 
side wall about midway of the length of the store and thus 
gain an interior window display of some size. Here could 
be fashioned many showings that would create desire and 
with a salesman close at hand the matter of a sale should 
be easy. 

Small display stand to carry hosiery could besmade to 
represent a fireplace with a showing of stockings hung 
from the mantel. This would also allow the customer the 
chance to feel the material if placed upon a cabinet or 
counter within reach. Price tickets like name cards could 
be attached to the top in the old familiar way of notifying 
Santa Claus to put the things for Henry into Henry’s stock- 
ing. Give the price cards a little more power of suggestion 

































Draped around a stick 
with one of those 
“cute” heads. 



















—Price $2.” 






tion of the one hanging out the clothes. A small basket of 
stockings could be close at her hand. All could be securely 







in the handling would be the stockings. 
Make the little units of shoe displays as attractive on 
the inside of the store as in the window. Fine compositions 
showing the shoes with hosiery to match. From window 
displays of Thayer McNeil Company, Jones Peterson and 
Newhall Co., The Henry H. Tuttle Co., Arlace Shoe Shop, 
Dorothy Dodd and Queen Quality Store have been gathered 
little sketches of units in the entire display of the window. 
These units are particularly adaptable to inside showings on 
cases, cabinets, counters, and stands. 
Christmas cartons add to the value of gifts. 

























A lively assortment of 
fancy garters on a leg 





Christmas 


























Outstretched arms can 
carry at least a dozen 
numbers. 





by having them read something like this—“For Sister Sue 


Another inside display within reach would be a miniature; 
clothesline carrying stockings. A doll could be in the posi-. 


fastened. to a base or stand so that the only things disturbed 











It might seem more 
natural if he wasn’t so 
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Named Shoes—How They Can 
Best Be Merchandised 


QUESTION: “Why should I 
spend my good money to ad- 


vertise someone else’s shoes?”’ 
* * * 


IRST of all, let’s find out 
F just what is meant by 

“some one else’s shoes.” 
Does that mean that the ques- 
tioner disclaims ownership of the 
shoes? Or, does he mean that be- 
cause the shoes bear the maker’s 
name the dealer has no property 
rights in them? Or, does he re- 
fer to that old bugaboo we dis- 
cussed last week? 

Really, whose shoes are they? 
Surely not “some on else’s” if 
you own them. You bought 
them, paid for them, took your 
discount—I hope—and put them 
on sale in your store. 

By every law of man they are 
your shoes. 

The manufacturer might say: 
“Now you’ve bought them 


HE query raised in this article is a 

logical sequence to the one asked— 
and answered—in last week’s Boot AND 
SHOE RECORDER. There the question, in 
effect, was “why should I risk stocking 
the named shoe when it is possible for 
the manufacturer to ruin my business 
by placing the agency elsewhere?” In this 
article is discussed the second question— 
why advertise shoes which do not bear my 
name? If you have read the first article of 
this series, you must have been convinced 
that modern business methods do not lend 
themselves to agency switching without 
very just cause and that the retail mer- 
chant who builds up volume on the named 
shoe has sacrificed nothing and is in no 
danger whatever of having the ground 
swept from beneath his feet. Read this 
article and note the excellent reasons for 
meeting the manufacturer halfway in the 
proper merchandising of named shoes 
after they have been bought. 


is my token, certifying to you 
and all the world that I am not 
ashamed of my product. That 
trade mark binds my _ good 
name, my integrity to the mer- 
chandise.” 

Further, the manufacturer 
who advertises his shoes exten- 
sively, aids the dealer in selling. 
He makes the job easier for the 
sales force in the store. It is 
an indisputable fact that people 
buy much more readily any ar- 
ticle they know about. That is 
why so many advertised lines 
have reached such quick success. 

It’s a good wager that the 
questioner himself recognizes the 
potency of the advertised brand. 
It may be unconciously, but he 
does just the same. Let us sup- 
pose that he is in the market for 
a new car. He has read-a lot 
of automobile advertising, cata- 
logs, printed matter, probably 
had a number of demonstrations. 
He finally decides to buy a 


it’s up to you to sell them. My 
job is finished when I ship the 
shoes.” 

That is the attitude of the manu- 
facturer who does not believe in ad- 
vertising help to the dealer. A few 
years ago it was the attitude of the 
majority of manufacturers. The 
traveling salesman took your order, 
bade you good bye, and that was the 
last you saw or heard of him or his 
house until your next order was 
forthcoming. (Maybe you got a 


dun if you were slow in paying for 
the shoes but that was usually the 
extent of the communications be- 
tween you.) 

The manufacturer’s trade mark, 
stamped on the shoe sole, or stitched 
onto the top facing, is his voucher, 
his signature, identifying the shoes 
as his workmanship—wnot his owner- 
ship. 

It is his surety, his sign of re- 
sponsibility. It says in effect: “This 


Packard. When the new car is de- 
livered to him what is his first act? 
To look for the name “Packard” on 
the hood and those odd shaped hug 
caps with the red centers. Suppose 
that by some unthinkable blunder 
those identifying marks were left 
off the car? Would he accept it? 

No. He would walk all around it, 
examine it carefully, and say: “Well, 
it looks like a Packard and it may 
be one, but I am not taking any 
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chances. This dealer may be trying 
to put something over on me.” 

A busy housewife sees a grocer’s 
advertisement offering three cans of 
soup for 25 cents. It leaves her un- 
interested but when she sees further 
along in the paper another advertise- 
ment from another grocer offering 
“three cans of Campbells Soup for 
25 cents.” She gets busy on the 
phone and orders them sent out. 

The same housewife reads an ad- 
vertisement in her favorite maga- 
zine telling her all about a new arch 
feature shoe. She is interested but 
she doesn’t know where the shoes 
may be purchased— 

Right here the dealer who put the 
question arises and gleefully de- 
claims: “Aha. Now I’ve got you. 
The manufacturer’s ad in that maga- 
zine is his ad, boosting his shoes not 
mine.” Aha! And a couple of more 
ahas! That advertisement is that 
magazine read by the women of your 
town is your ad IF you lay claim to 
it. 

It has met the attention of a hun- 
dred or more women right in your 
own bailiwick. Say for sake of argu- 
ment that 200 women read it. You 
have 200 excellent advertisements in 
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the homes of 200 fine people JF you 
file your claim on them. Suppose 
that on the day, or week, the adver- 
tisement appears in the magazine 
you tell the women of your town 
“Those are my shoes—I have them 
for sale right here in this town.” 

Recently I saw in a show window 
a man’s magazine opened on a page 
advertising a weil-known line of 
men’s shoes. In the store two fac- 
similes of the same advertisement 
mounted on careboard and exhibited 
in easel frames. That dealer was 
laying claim to his advertisement in 
the magazine. 

All this national advertising costs 
the dealer nothing. Say what you 
will, echo if you must the old chest- 
nut—“the manufacturer adds the 
cost of the advertising to the price 
of the shoes.” That is impossible in 
these days of keen competition. Every 
law of economics forbids it. The cost 
of national advertising per town is 
infinitesmal. One national publica- 
tion has it all figured out. The 
figures are available. Space forbids 
details but you may have the in- 
formation if ‘you are interested. 

Returning to the text, let’s suppose 
that Smith is opening a new store 
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in a new town. He is absolutely un- 
known to the people of that town. 
Smith has the idea firmly fixed in 
his mind that he is not going to 
“spend his good money to advertise 
some one else’s shoes.” He put up 
his sign “Smith’s Good Shoes.” His 
cartons and his shoes are branded 
“Smith.” What does that mean to 
the townspeople? They are hard- 
boiled on new things, cynical, sus- 
picious, and gun shy. They are 
pretty sure that Smith does not make 
his own shoes. Then what shoes does 
he really handle? Who is responsible 
for them? What maker? It will 
cost Smith a lot of time and money 
to ‘sell himself to those people. 

A dealer does not suffer any loss 
of prestige or dignity when he an- 
nounces that he has for sale any 
nationally known line. On the con- 
trary he adds to his prestige when 
he adds the name of a famous fac- 
tory to his local prestige. 

Visit any of the great cities and 
look at the leading stores. Only the 
oldest, the biggest, the long-estab- 
lished, are strong enough to battle 
competition with their individual 
names. 


New Ideas in Interior Display 


AYBE it is the result of 

going to the movies. 
Maybe it is the fact that news- 
papers are using more pic- 
tures. Maybe it is because 
folks have the “show me first’ 
spirit ingrained in them which 
causes them to desire to see 
before they buy. Without 
doubt the movies have taught 
the public to visualize events, 
ideas and subjects as never 
before. 

Miss Business Woman sees 
some general window display 
that attracts attention’ while 
she is on her lunch hour. If 
this store has a comprehensive 
array of shoes on the interior 
that will aid her in making a 
quick selection, a fast sale is 
made. The shoes on display help 
her to concentrate on the kind she 
wishes to buy. 

Taken as a whole, stores all over 
the country, large and small, are 
grading up their interiors. Many of 
the old time, cold front show cases 
have been replaced by attractive 
tables on which are placed lighted 
lamps, a few shoes and stockings. 


Wall cases as used in Arch-Preserver Shoe 


Store, Louisville, Ky. 

It is quite the customary thing to 
take out a whole section here and 
there just for display purposes, 
thereby breaking up the long, solid 
way of uninteresting cartons. Some 
stores, particularly in the Middle 
West, have tried the experiment of 
taking out a couple of sections the 
entire length of the store, setting 
in shoés in the space created. 


Oftentimes a good assortment 
of children’s shoes will be on 
the women’s side, or a few 
pairs from the men’s depart- 
ment will be interposed, the 
theory being that a woman cus- 
tomer is often accompanied by 
children or a man who might 
be interested in these shoes. 
Then all these shoes are right 
out where they may be handled. 
Sure, they get dusty, and it is 
a good thing that they do, too, 
for it means that they are to be 
cleaned each morning. During 
this cleaning process the wiper, 
if his mind is on his job, will 
add new shoes, taking away 
those that have passed their 
usefulness. Shoes shown will 
sell better than those hid away. 
Often a merchant has found that 
some personal friend has picked out 
one of the older patterns, remarking 
that it is just the kind of shoe that 
he was looking for—a shoe that the 
merchant would hesitate about 
showing on account of its being a 
trifle out of date. Try this out to 
your own satisfaction. Let the pub-- 
lic see what you have in stock. 
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Slipper Salon the Latest in 


Studio Type 
of Store 


HE studio idea in the shoe 
shop is exemplified for the 


first time in San Francisco 

in the Cinderella Slipper Salon, 
opened recently at 422 Geary Street, 
by Morris Vogel, formerly of Vogel 
& Mintz, Houston, Tex., and asso- 
ciated with Sommer & Kaufmann, 
San Francisco, from 1910 to 1915. 
The interior decorative scheme 
of the Cinderella Salon is entirely 
in keeping with the fairy story sug- 
gestiveness of its name. It isa 
small, intimate shop, whose walls 
are hung with tapestries of lovely 
designs and colors. Spanning the 


back end of the shop and running . 


from floor to ceiling is a mirror 
whose richly gilded frame height- 


ens the effect of luxury and exclu- * 


siveness. Brocaded arm chairs in- 
vite the patron to relax while be- 
ing fitted. Miniature cigarettes, 
bearing the monogrammed trade 
mark of the salon are provided. 
The stock of the shop is, of course, 
nowhere in evidence. It is all kept 
out of sight in a store room at the 
rear. 

In the conduct of his new shop, 
Mr. Vogel is employing some ideas 
in merchandising and advertising 
that are both distinct and unique in 
San Francisco shoe retailing. Many 
of the models displayed are per- 
sonally designed by Vogel and the 
quantity of any model turned out is 
limited. 


and originality are reflected 
as portrayed, t only ope of our many exclusive 


Gnoensits : 


Opposite Wilkow Between Mawen and Terter 


The discriminating customer who 
desires something that is. ultra ex- 
clusive may have it designed to her 
individual preference at this shop. 
As evidence of his originality and 
skill as a designer, Vogel was 
showing late in October pumps of 


Secretly every woman has 
something of the fairy prin- 
cess in her make-up and the 
niceties and perfect appoint- 
ments: of the smart slipper 
salon lend reality to the illu- 
sion, which incidentally means 
a profitable business for the 
shop. 

Note the excellent observ- 
ance of display principles in 
the display window. Interest 
is carried from. the floor up to 
a central high point, with 
lovely models in color or gold 
and silver material so placed 

_ as to form focal points of in- 
terest and color. 


“J 


The Cinderella Slipper Salon is 

a small, intimate shop whose 

walls are hung with tapestries 

of lovely design and color. The 

stock, of course, is nowhere in 
mce. 


slender lines with buckles cleverly 
edged in fur to match the popular 
fur-trimmed coats then displayed in 
the windows of smart shops. These 
models were exclusive in San 
Francisco. Among other creations 
of Vogel was a smart satin pump, 
whose quarter was composed of tiny 
pleats. 


HE advertising done thus far has 

been particularly successful, even 
though the space has been limited 
to two columns by 4-and 5 in. All 
cuts are reproductions of actual 
models in stock and the copy gives 
an accurate description of mate- 
rials and colors. Vogel believes 
that these specific details in art 
work and description, together with 
the prices, are responsible for the 
remarkable pulling power of this 
small space advertising. 


New Way of Concealing Prices 


One merchant up in Maine has a 
most unique private cost code, that 
he originated himself. The idea was 
to get a code that. could not be easily 
translated. It is simply using the 
letter that is accented in pronounc- 
ing the number, as V for five, E. for 
three, etc. Here is the entire code; 
Wl, T=2, E=3, R=4, F=5, X=6, 


—————————————————— V=7, A=8, N=9, O=0. 
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Daa” and 


geheral stores have been C 


-with us for a long time. They 
differ from other types-ef stores in 


that. they Carry a great variety.ef - ‘ 
merchandise under one roof. They ~ 
vary“in. the extent of their organ-* 


ization by departments and in the 
numbe&. of departments. They 
started out with dry goods as the 
‘main line; and today the same situa- 
tion exists. But. they have added 
line ‘after ‘line until.some of them 
carry practi€ally every type of met- 
chandise. Witness the John Wana- 
maker’ store advertising in New 
"York papers on Oct: 12 of this yéar 
—!First Ford of the Ait Now On 
Sale &t° Wanamakers.” There fol- 
lows in this advertisement a. de- 
scription -of this flying “machine, 
treating it like any piece of mer- 
chandise. They have a machine on 
display in the store. 

It is.a curious thing that depart- 
ment stores seem to group by threes. 
This is probably due to the fact that 
shoppers like to Compare values and 
that. such comparisons are most 
satisfactorily made at three stores. 
Where there are more than three 
department stores in a town, they 
will still run as a rule in groups of 
three, each group serving a different 
class of customers. This fondness 
for “shopping” is much more a trait 
of women than men. Department 
stores appeal primarily to women, 
and of the men’s merchandise sold 
in these stores a large percentage 
is purchased by women. Some de- 
partment stores have added a “men’s 


By Albert WF: Frey 


Assistant Professor of Marketing 

Amos Tuck School of Administra- 

tion and Finance, Hanover, New 
Hampshire 





— 


in*This Issue 
Department 
Stores 


Next Week—The Chain Store 


store” in order to attract men to it. 
This would seem to be caused by the 
fact that men do not like to buy in 
the regular department store. 

Most department stores have a 
man or woman in charge of each de- 
partment who receives a certain 
amount of money with which to do 
business and who is supposed to buy 
and sell in a manner to yield a profit. 
At the top of the store organization 
there are usually functionary heads, 
one in charge of personnel, another 
of finance, another of merchandise 
and another of publicity. Here 
again stores differ to some extent; 
that is, as regards methods of con- 
trol. 


HE independent retailer is like- 
ly to exaggerate the importance 
of department stores in the retailing 
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field merely because of their great 
size. Not that the department 
store is unimportant, but it should 
not be given a position greater than 
it actually deserves. 

This type of store has done a 
great amount of good in the field of 
retail selling. It is given credit for 
starting the custom of fixed prices, 
of not misrepresenting merchandise, 
and of permitting goods to be re- 
turned. On the other hand, many 
dealers will argue that most depart- 
ment stores are great price cutters 
and therefore have a bad influence. 


HAT has the department 

store in the way of advan- 
tages over the independent specialty 
store? For one thing, there are buy- 
ing advantages. They are able many 
times to take cash discounts and to 
get quantity discounts. They are 
more familiar with sources of stock 
and can make better “buys” in many 
instances. They generally buy direct 
and have a closer contact with the 
manufacturer than does the average 
retailer. 

Next there is the advantage of 
advertising. The advertising of any 
department may bring people into 
the store, and they are then probable 
buyers in any department. Also 
there is the advertising value of 
having the store name well known 
generally—reputation. Practically 
everybody in or near a large town 
knows. the names of the department 
stores in the town. Some stores 
have a national reputation. 

Nearly any advantage that is at- 
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tributed to the department store is 
a result of applying large scale pro- 
duction principles to retail selling. 
There is the splitting of overhead 
among many departments. There is 
a centralized delivery system. There 
is a centralized credit department. 
Another supposed advantage is 
that of location. The department 
stores can and do locate in the 
busiest shopping center of a town 
or city. It is generally easily 
reached and, once there, a customer 
can make practically all of his or 
her purchases under one roof. 
Because it has been easy to sit 
down and figure a great many sav- 
ings accruing to the department 
store, it is popular opinion that such 
outlets can undersell competitors. 
The fact is, however, that depart- 
ment stores generally have a higher 
cost of doing business than specialty 
stores. The advantages of large 
size are offset by the great amount 
of competition in service and for 
good will between these stores. Bar- 
ber shops, rest rooms, libraries, lec- 
tures, permitting the customer to 
take two or three hats home before 
selecting one, and many other ser- 
vices cost a lot of money. Stores 
are vying with one another to add 
some new attraction. 


OR example, the writer has just 
received inserts with bills from 
two competing department stores in 
a large city. One encourages pur- 
chasing from its counters by allow- 
ing merchandise bought in Novem- 
ber to be paid for in January rather 
than in December. The other states 
that it is running a service for cus- 
tomers whereby they can make ap- 
pointments with friends. It is set- 
ting up information desks on each 
floor, beginning Nov. 23. All these 
services cost money. 

A few years ago one large depart- 
ment store decided to make a charge 
for credit accounts and a charge for 
delivery service. The plan was dis- 
continued after a few months’ trial 
because people did not like it. The 
management stated that the custom- 
ers preferred the indirect charge 
added to the cost of goods. 

Then. the personnel problem of 
department stores is not an easy 
one. There is a great turnover of 
labor in many stores. It costs a con- 
siderable sum to break in new em- 
ployees, and there are indirect costs 
as well. Often it is difficult to get 
a high class of people for the sales 
force. 

There is a lack of the personal 
contact between store management 
and customers which is found in 
the case of independent, individual 
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stores. 


the independent can fight the de- 


partment store. 

Often a manufacturer prefers to 
sell to specialty stores because he 
can establish better relations than 
he can with the department store. 
The latter is too likely to ask for 
special concessions—discounts, ad- 
vertising allowances, private brands, 
exclusive agencies and special goods. 

The department store is not, then, 
all powerful. It has its strong 
points but also some offsetting fac- 
tors. It feels strongly competition 
with other department stores, inde- 
pendent stores and chain stores. It 
is interesting to note that some de- 
partment stores have recently or- 
ganized into chains to meet the 
competition of the latter class. 

Department stores will probably 
never be more important factors 
than they are today. Can you think 
of any new ones starting up in the 
last few years? The fact is that the 





























WOMEN WEAR ’EM IN ENGLAND 


The photographer tells us that the ez- 
ceedingly sloppy weather visited upon 
the British Isles has caused women to 
take to the wearing of boots to protect 
their hosiery. Some nobby styles are 
shown in this type of footwear, the most 
exclusive being those with fur-trimmed 


cuff. 
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This is one point at which old ones have their hands full stay- 


ing above water. 

The independent shoe retailer, 
then, can compete on an equal foot- 
ing with the department store. His 
costs can be as low as, or lower than, 
the latter; his stock can be as com- 
plete; his service can be adequate; 
and the personal factor can be 
played up to good advantage. 


Fitting Silken Feet 


LYNN—Last modelers -here com- 
ment that the standards of shoe sizes 
are the same as ever, but that there 
has been a change in a multitude of 
feet that are brought to stores to 
be fitted, for feet that used to come 
in thick cotton stockings now come in 
thin silken hose. Some last modelers, 
who are experts on measurements of 
feet, say that a foot in a silk stock- 
ing can be fitted a size smaller than 
a foot in a thick cotton stocking, but 
others are not quite so liberal. 
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November Meeting of the 
Philadelphia S. R. A. 


PHILADELPHIA—The biggest and 
most spirited meeting for the year 
was held on Wednesday evening, 
Nov. 18 in the new and spacious 
store of the “Louis Mark” Shoe Com- 
pany, 437-39 South Street. “Dave” 
Strumpf, now associated with this 
firm, as “location” man, invited the 
Philadelphia merchants to hold their 
November meeting in the newly com- 
pleted building and it is, as “Dave” 
says, one of the finest shoe stores in 
the city. President Bane greeted the 
members. Secretary Horace Gentel 
read his report and mentioned the 
very healthy financial condition of 
the, association. 

Melvin Mark, President of the 
Louis Mark Shoe Company was the 
principal speaker, and his talk on 
“Organization,” he being both a 
manufacturer and retail merchant, 
was both interesting and construc- 
tive. A lengthy discussion followed 
in which a number of the members 
voiced their opinions on the subject. 

“Sam” Saunders, a former road 
man and now general manager of the 
chain of seventeen “Louis Mark” 
stores, was the next speaker, fol- 
lowed by Arthur Rapheal, George 
MacLaughlin and others. “Dave” 
Strumpf then opened his grip of 
brand new stories, and the crowd 
roared with laughter. 

A buffet lunch was served. 


Walk-Over Dealers to Meet 
in Chicago 

CHICAGO—The Walk-Over Dealers’ 
Association, under the leadership of 
Sydney Stokes of New Haven, Conn., 
as president, is to hold its regular 
convention at Chicago on Jan. 5 and 
6. The convention will be held at 
the La Salle Hotel, with business 
sessions morning and afternoon of 
both days, concluding with a ban- 
quet on the evening of Jan. 6 at 
which the convention will be the 
guest of the Geo. E. Keith Co. The 
educational program includes the 
following Walk-Over retailers: 

E. B. Stern of Tulsa, Okla., on 
“Styles”; F. C. Schinke of Indian- 
apolis on “Staples”; F. O. Greenlee 
of Pittsburgh on “Getting Busi- 
ness”; W. D. Gilbert of Wheeling, 
W. Va., on “Handling Stock”; Mil- 
ton G. Harper of Philadelphia, Pa., 
on “Advertising,” and O. W. Metz- 
ger of Allentown, Pa., on “The 
Human Equation.” aE 

The Walk-Over dealers also will 
attend the national convention. 


Real Reindeer an Aid 
to Sales 


The Merchants’ Association of 
Salem, Mass., is lucky enough to 
have secured some real reindeer for 
its Christmas sales campaign. These 
reindeer recently were brought from 
Alaska and placed on one of the fine 
country estates near Salem. Robert 
Mayo, an Alaska Indian, will drive 
a team of these reindeer in the 
Christmas parade, and Santa Claus 
will ride behind them. 


The Observant Traveler 


A Cleveland, Ohio, shoe 
traveler writes us that while 
recently taking a trip through 
his territory, he called at the 
store of one of his customers, 
Frank Pietschuman of San- 
dusky, Ohio—a town of about 
20,000. Said the traveler: 
This retail merchant’s estab- 
lishment is situated on the 
outskirts of the town. I ques- 
tion whether or not there is 
another store in town doing 
the same amount of business 
on the investment. He sold 
while I waited to talk to him 
one day recently—five pairs of 
women’s shoes. Here are the 
sizes—3A, 4AA, 8144 AAA; 9 
AAAA and 612 AA. He car- 
ries sizes 3 to 9, in quality 
merchandise and when he 
went there his store was filled 
with $4 and $5 shoes. At the 
present writing his sales aver- 
age between $8 and $9. I have 
never seen such unusual sizes 
carried in style shoes. He 
sells to persons in towns with- 
in a radius of 50 miles. He 
conducts a large mail order 
business on unusual sizes. 








Handling the Shopping Throng 


Almy, Bigelow & Washburn’s store 
in Salem, Mass., is experimenting 
with new means to accommodate the 
increasing throng of shoppers who 
come by automobile. The sidewalk 
in front of the store is being nar- 
rowed by two feet, to provide more 
room for automobiles in the street 
before the store. Buildings in the 
rear of the store are being moved 
away, to provide a parking space for 
the automobiles of customers who 
come to stay for a while. Future 
plans provide for colonnading the 
front of the store, so that more side- 
walk space may be provided, if the 
number of shoppers increases. 
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Stabilization of Style, 


Price and Service 
(CONTINUED FROM PAGE 44) 


must be borne in mind that during 
the past several years retail activity 
has developed during the week pre- 
ceding Palm Sunday, rather than 
heretofore preceding Easter Sunday. 

“Kindly observe the holidays 
during the months of December, 
January and February. 

“Also observe the fact that Easter 
goods, to be of value to the dealer, 
must be shipped by all means on or 
before March 1. 

“Finally, kindly observe that the 
productive period from a point of 
days between the first of December 
and the first of March is so limited 
that the manufacturer’s problem is 
a difficult one even on a basis of De- 
cember ordering for Easter trade— 
hence the absolute necessity for con- 
sidering December as the very 
latest date that the retailer can ade- 
quately and sanely provide for his 
Easter selling. 

“There is no doubt but that a 
great deal of Easter business has 
already been provided for, but at the 
same time there is no doubt that 
many of the dealers are holding 
back—whether wisely or not is an 
open question. The fact remains, 
however, that further procrastinat- 
ing is mightily dangerous, and it be- 
hooves every member of this Asso- 
ciation to advise his trade accord- 
ingly.” 

The other feature of the meeting 
was “Interpretation of Spring, 1926, 
Shoe Colors and Hosiery Blends,” 
by Irving B. Howe, retail shoe mer- 
chant of Boston, who showed actual 
leathers and hosiery to match or 
contrast. The meeting closed with 
the address by Lewis C. Hungerford 
of Boston on “What Are the Possi- 
bilities for American Shoes in 
Africa.” President John A. Gard- 
ner termed it the best meeting in a 
number of seasons. 


New Arch Preserver Shop 


The newst addition to the list of 
Fifth Avenue shoe retailers is the 
Arch Preserver shop opened this 
week by J. Van Buren Brown, son 
of C. H. Brown, inventor of the 
Arch Preserver shoe. The new 
store is on the fourth floor of the 
Jaeger building, 590 Fifth Avenue. 
It is fitted up with the high fitting 
platform, which is characteristic of 
most of the Arch Preserver stores 
throughout the country, but a dis- 
tinctive touch has been added by 
decorations in pure Egyptian motif. 




















R No. 941—Light Tan Bal, Goodyear 
Welt, strictly all leather, Balloon Last, 
Brass Eyelets, Rubber Heels. 
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Philadelphia Branch: 
51 No. Third Street 


R No. 2941—Light Tan Bal, Good- 
year Welt, strictly all leather, Balloon 
Last, Barbour Welt, Brass Eyelets, 
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Rubber Heels. 

Boys 2% to 5%DE $2.85 
Youths 1 to 2 DE 2.60 
Little Gents 9 to 13% DE 2.35 


A small stock—quickly filled is 
the idea of service 
to help you make money. 

You get QUICK service and 


GOOD shoes from Yridon, 


Six branches are located at easy 
shipping points to serve you with 


Yrdidoy footwear. 


shoes have long 
been a standard for the best in 
quality and satisfaction. The 
IMMEDIATE shipping service 
is just an EXTRA feature for 
your profit. 


Boys 2% to 5% DE $2.60 
Youths l to 2 DE 240 
Little Gents 9 to 13%DE 2.15 


Write for our catalog. 


R No. 791—Light Tan Bal, McKay 


Sewed. é @ : 

B. 2 5 E $2.15 { 

=a pe GMOS YredorCo. 
Little Gents 9 to 13% E 1.75 


R No. 793—As above in Blucher. 


Best Shoes for Boys, Girls and Babies 


DISTRIBUTING POINTS 
New York Chicago 
Philadelphia Seattle 
Pittsburgh San Francisco 
165 Second Street 


FACTORIES 
Annville, Pa. Middletown, Pa. 
Elizabethtown, Pa. Palmyra, Pa. 
Lebanon, Pa. 
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Are You Coming ‘ 


N.S.RA. CONVEMIION 4 STYLE SHOW 
ue )/anuary 7-8-9~1926 


The manufacturers who 
make up this section, will 
have their lines on display 
at the Sherman Hotel. 














This Certificate of 
Co-operation is a 
badge of honor, 
and a guide for 
buying by shoe 
merchants f rom 
leading concerns. 
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SHOES FOR THE OCCASION 
displayed at N.S.R.A- National Convention. 





Next year beckons as the dawn of the 
keenest sort of competition in the re- 
tail shoe trade. 


Dealers will stretch their utmost re- 
sources to win a hold on the children’s 
business. 


The merchant with an ordinary line— 
handling shoes that are no different in 
design or BASIC CONSTRUCTION— 
is HANDICAPPED FROM THE 
START. He is working against ob- 
stacles that require super advertising 
pressure and sales effort to overcome. 


Likewise, the store with a line that’s dif- 
ferent—distinctive—-WITH EXCLU- 
SIVE AND PATENTED FEA- 
TURES—with an unusual sales appeal 


A YEAR 
Gr KEEN 
COMPETITION 


—will have an immediate and FAR- 
REACHING ADVANTAGE over all 
competition. 


Such a line is Pied Pipers. It offers 
dealers who are eager for the bulk of 
the children’s shoe business a definite 
and most successful means to that end. 


If you are keenly desirous of HOLD- 
ING all the business you now have and 
to add thereto a very profitable percen- 
tage of the children’s trade that is now 
scattered, let us lay the Pied Piper mer- 
chandising proposition before you. 


The serious thinking merchant will 
recognize its vast possibilities — TO 
TAKE EFFECT IN 1926. 


PIED PIPER 


Shoes for little infants, infants, children, misses, 
youths, boys and growing girls. 


NMatathon Shoe Co; 


Wausau, Wisconsin 

















; GI Go to Chicago —january 7~8~9 BL 
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Plan “Big Doings” for Merchants 





“Cinderella” to Be Chosen from 
Chicago's Beauties 



















Director Ed. Beck Fg 2 ' over” some of the contestants in the 
N. S. R. A. Cinderella Contest. 


One of the features of the N. S. R. A. convention wil] be 
the selection of the most beautiful feet in Chicago and the 


awarding of the N. S. R. A. $1,000.00 prize. 


Tremendous interest has been aroused among women and 
young women especially over this contest that is bringing 
home with extraordinary force the real necessity of care- 
ful and stylish foot dressing. 


Probably no one thing has ever been done by the National 
Association that has so benefited the merchants of the 
country as this contest which has had the whole hearted 
support of one of Chicago's leading newspapers. 


The selection of the winner of the contest will be made 
during the R. A. convention in Chicago and will 
probably be a forerunner of similar contests throughout 
the country. 


Geo. Spangler Promises Surprises 


The N. S. R. A. program this year will contain many new 
and interesting features according to George Spangler the 
manager of the association. 


The great needs of the shoe industry will be magnified and 
attention given to the details that build more than just 
business. It will be a “good will” convention. 


The great need of better knowledge on the part of the 
public on the importance of the feet in the costume will 
e given a wide range of discussion by men who have the 
background of experience and success. 


The “small town” merchant will be given tried and proven 
ideas that have made money for successful men and the “big 
fellows” will learn how the “other fellow” has introduced 
the new and the unusual into his business—and made it 
pay. 


at N. S. R. A. Convention 


The Style Review will be the most extraordinary ever staged 
at an N. S. A. convention and will sparkle with the 
newest modes and ideas for spring business. 


Director Ed. Beck is planning something more new and 
novel than he has ever offered before and assures mer- 
chants that he will out-do all of his previous successes. 


Railroad Rate Assured 


From the office of the N. S. R. A. comes the announce- 
ment that the railroad lines have granted the convention 
fare rate for the N. S. R. A. convention in January of a fare 
and a half for the round trip, and coupled with this is the 
announcement from the Hotel Men's Assn. that hotel rates 
will. not be advanced during the show. 


Northwest Merchants Coming 


Simon Ruwitch, the genial president of the Chicago Shoe 
Travelers Assn. and representative of the Commonwealth 
Shoe & Leather Co., has just returned from an extended 
trip in the Northwest and reports that Northwestern mer- 
chants are enthusiastically interesed in the coming national 
show. Mr. Ruwitch says that there are few merchants 
on whom he called who have not expressed their intention 
of attending the big convention. 


Texas to Come, Too 


Mr. George Spangler, manager of the N. S. R. A. has a 
letter from Mr. Jordan, secretary of the Texas Shoe Re- 
tailers Assn. in which Mr. Jordan has pledged a large 
attendance at the N. S. R. A. convention. 


Two special trains have been chartered by the St. Louis 
Manufacturers and exhibitors at the St. Louis Show Jan- 
uary 4, 5 and 6 to bring the crowd to the National Shoe 
Retailer's Convention to arrive Thursday morning. 


Big Ballroom at Sherman Ideal for Convention 


The N. S. R. A. convention will open this year in new quar- 
ters—the beautiful new ball room of the enlarged Sherman 
Hotel in Chicago. The Sherman is ideally situated in the 
center of the fon and the great ball room is ideally ar- 
ranged for the Style Show purpose. 


Manufacturers’ lines will be displayed this year in the hotel 
rooms in the Sherman and LaSalle Hotels principally 


although some of the 
gettin of Conpery, 





manufacturers have ex- 
pressed a desire for de 


luxe accommodations at 





the Congress and Black- lwarded to 
stone. @ur Company, 
The Sherman mezzanine Stine Stee Retattors 
will be used for Head- Association 
quarters and for the dis- Fo tapenade ston 
plays of accessory lolhe 
manufacturers—leather, "National Shor + re 


store findings and fix- 
ture appliances. 
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Travelers Shoe Company, Boston, Mass. 


A well dressed store 
brings well dressed trade 





Gene looking, attractive shoe stores attract not only more trade— 

but also better trade. For people prefer to buy of—and be seen 

in—progressive, prosperous looking stores. _ 

And further—shoppers the world over have more confidence in well- 

groomed stores, more respect for the merchandise. For good appear- 

ance in a store naturally reflects careful management —better values— 

and quality goods, 

Modern, high grade, comfortable shoe store chairs— American Inter- 
Store Chairs—can be the greatest factor in giving your 

store an air of distinction—a background of prestige. 


15 years of experience offered free to you 
For more than 15 years we have made a specialty of Shoe Store Chairs. Have pro- 
duced thousands of chairs—equipped leading stores from coast to coast. 

Our designers and draf experts in their work—will suggest free, and with 
no obligation on your part, an arrangement of chairs to enable you to serve more cus- 
tomers with greatest speed and convenience and add greatly to the decorative effect. 
Suggestions gladly forwarded by our Shoe Store Service department if you will write us. 


Send today for our illustrated booklet, “The Shoe Store Beautiful.” It shows getiicate OE Cocperay, 
many attractive shoe chair styles and insta‘lations. It will be sent you free. Aecarded le 
Qur Company, 


American Seating Company | “=~ 
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1016 Lytton Building Chicago, Illinois 





BRANCH OFFICES: 
NEW YORK PHILADELPHIA BOSTON 
Room 601, 119° W. 40th St. Room 702, 1211 Chestnut St. Room 302, 69 Canal St. 


CHE Go to Chicago ~January 7~8~9 
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displayed at N.S.R.A- National Convention— 


DAVIES 


Genuine 
ARCH SUPPORT SHOE 


IMPORTED ENGLISH BLEACHED CALF 
BACKSTAY. SIDESTAY, HEELSTAY AND Jn the construction of our Arch 


BLUE LINING. 

Support last, a specially de- 
signed arch support effect is 
used when combined with a cor- 

pies rugated steel arch support 
TONGUES. shank attached in such a way 
that it leaves a perfectly smooth 
insole without any ridges what- 
soever, which gives that much 
desired strengthening effect. 
Davies Arch Support does not 
bear on any particular point, 
but is distributed over the whole 
foot. This feature has made 
our ARCH SUPPORT SHOES 
such a marvelous success. 


c\| SHOES FOR’ THE_.OCCASION 











Style No. B-5568 


Genuine Imported Australian Black 
Kangaroo Arch Support § Blucher 
Oxford. $4.40 


Style No. B-5497 


Genuine Imported Australian Brown 
Kangaroo Arch Support Blucher 
Oxford. 


Style No. B-568 


Genuine Imported Australian Black 
Kangaroo Arch Support Blucher. 


Style No. B-497 


-* Genuine Imported Australian Brown 
"+m wee nner? Y Kangaroo Arch Support Blucher. 


FULL GRAIN 
LEATHER INNER- 
SOLE 


4 


9 IRON OAK OUTSOLE 





Manufactured by 


Davies Shoe Manufacturing Co. Racine, Wisconsin on Goren, 
The Kid and Kangaroo House of America 





Distributors : 
Simmons-Bramhall Corporation Hutchison Wholesale Shoe Co. National Shor Convention 
Belfast Maine Fort Smith Arkansas en sarees 

















Ce Go to Chicago ~ january 7~8~9 BL 
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SHOES FOR THE OCCASION 
displayed at N.S.R-A- National Convention. 





There’s a Lot of Good Healthy Merchandising In 


sINBAc 


HELTHY-FUT SHOES “FOR LIFE’S SPRINGTIME” 


Sturdily built and gracefully styled, the Helthy-Fut line 
is chosen by those who appreciate sound, healthy merchan- 
dising conditions in the store. Each sale of Helthy-Fut 
shoes is a clean sale—with the customer pleased, goodwill 


established and a repeat sale later on. 


-The finest in. Welts, McKays, Stitchdowns and Turns for* 
young people of all ages—“For Life’s Springtime”’—are- 
manufactured in our own factories... Each type of shoe is 
made in a different factory, specializing in one kind of con- 
struction only, insuring expert workmanship. All stock is 
carried on the floor in Chicago, where shipments within 
eight hours of receipt of order are the* Fale. , an 


fy 1 
For a healthy turnover, tie up with the Helthy-Fut line. 


« 


On DispliyAt the Cliéeago Convention 


SINSHEIMER BRO. 
211°13°15 W. MONROE St Tt 


Cc HI CAGO 

















_ OUSL Go to Chicago ~January 7~§+9 pL 
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IN STOCK ULAR. IN vse 


Stock Styles That Sell and Satisfy 
for Many Occasions 


The Marcelle 


A Glazed Kid Cross-Strap drawn 
over No..141 last in a Welt. 13/8 
leather heel with rubber top-lift. 
Imitation stitch tip with other 
stitching and perforation as 
shown. 


No. B812 
The Janette 


Same sas No. B807 except made 
in Patent Colt with plain toe. 


Each priced $4.50, net 30 days. 


dur Business Builders at $450 


_,. Mo 6 FER’ 
BROcKODT NYU. 


New York Office: 845-847-849 Marbridge Building 
Broadway at 34th Street Jack E. Jester, Mgr. 


an No. B810 
» » The Emily 


A Glazed Kid Three-Strap .. 
Sandal drawn over No. 160 last” 
in a Welt. 13/8 halfrubber: 
heel.. Imitation stitch tip. _» 


No. B8il 
The Alice 


Same as No. B810 except made 
in Patent Colt with a plain toe. 


Each priced $4.50, net-80 days.?* 


, 


“= 
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SHOES FOR TH® OCCASION - 
displayed at N.S.R.A- National Convention. 
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Be ‘s 
Ready! ; 


Hundreds of little pairs of feet 
will be brought intu your store 
in the next few weeks. Be 
ready for them! These three 
Balancer numbers will delight 
both children and mothers— 


Mighty Good 


SHOES * BOYS 


See Teeple Line 
N. S. R. A. 





Convention 
Jan. 7-8-9 
Rooms 1232-33 
Morrison Hotel 


No. 3330 
a Blucher 
t : 


2/6 D $1.60 
6%/8 D $1.85 


Style 10 


Dinty Tan Ki 
Boys’ B C an 
Youths’ 5 
Little Men’s C, D and E 2.75 
Style 12 same in Dinty Black 


No. 3379 
Dark Smoked Elk Blucher 
Indian Head Panel In 
Stock: 
2/6 D $1.75 
6%/8 D $2.00 








Style 15 
These numbers give your customers a 
SKAM wide selection. But get our catalog, also. 


PER 

Broncho Tan a f P \ 

Veltoe’ a. cp ovend-é:20.::°388 ff \ Shaft-Pierce Shoe Co. [P 
; Manufacturers of Ags Shoes 


209 Third St. aribault, Minn. 
Specialists in Children’s Good Shoes Vie 
Since 1892 ZO’ 
GSO) 
AGIL] OS 
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NEW ENGLAND 
INTERPRETS 
STYLE 


Quickly — surely 
and profitably | 
for the greatest 
number of peo- 
ple—at a price 
most people 
can reason- 
ably pay. 
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at Colt 


Check up your sizes on 
Christmas Slippers now and 
mail them to BASS. 


/ ~  INSTOCK 


B*> Moccasin Slippers repre- 
No. B 980 sent a real opportunity for 
Slipper. Bott Bole ‘unlined. re Christmas business and Extra 
Profits. Don’t wait until it’s too 

$2.60 late. Make sure that you have a 


full run of sizes and styles. 





$2.25 


—t. 
is 


| 


Suggest Moccasin Slippers as 

Christmas gifts to every customer 
you sell. You will be pleasantly 

Men's Tan Elk Genuine Rangeley Moccasin i 

Slipper. Sole Leather Sole. This slipper is a surprised at the number of extra 


brand new number made on a brand new last. 


$2.00 


8 TS WO NK | 


sales you make. 


Advertise and display Bass Moc- 
casin Slippers and collect your 
share of the Christmas money 


that is being spent. 

No. B 991 W 

} ne th Sens Ronspley ane ; Slipper. 
ecia. on nnersole. ain om. . . 

mein Stock: 2%-8, E. The Complete Bass Line is shown 


No. R991—As above for Men in Catalog R. Write for it. 


In _ Stock; 6-11, E. 


G. H. BASS & CO. WILTON, ME. 


Shoemakers Since 1876 
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Ot cca. a interprets style 

for the profit of the great- 
est number. That is why so 
many Wholesalers find their 
customers repeating so frequent- 
ly on the “Edgewater”, for in- 
stance. 


The Woodbury Line Retails 
_ profitably at $4 to $5 


When writing to advertisers please mention Boor anp Snort Recorper 
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Here is the Golden{ 


— THE NEW \K 
TO INCREASE VC 


Foi 







Deluxe 
Open the Door 


Thousands of Eager, New Customers are 





waiting for YOUR announcement SA 

of this New Achievement! Now g 

' are sno 

Here is the key to unlock the door to the added demand G 

which instantly builds up volume, speeds up turnover, 

reduces overhead and selling cost, and increases gross t 

profits. Concentration on the Brand, the Styles and the — 
Price represented by this new achievement gives women - 

what they want from their shoes—and gives you what you Rigk 

want in your business. wi 








THOMAS G. PLANT COMPANY, | (*4 
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(CHIEVEMENT « 
YOUR VOLUME 


For Proof of 
PERFORMANCE 


Write or Wire 
TODAY! 


A great new volume of 
demand is waiting on 
your announcement of 
this mew achievement. 
Now is the time to act 
and reap the benefit. 









Maps 















SALESMEN 


ow on their territories 
are showing the line of 


























and De Luxe (seven-fifty) 





Right styles at the 


wanted price. 





ia 





REG. US. PAT. OFF. T.G.P. CO. 


ot le 





























































(‘tostorrice') BOSTON 30, MASS. 
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ne HE SUCCESS OF THE ALDEN 
ASHOE IS BASED UPON OUR 
DAILY ENDEAVOR TO MAKE 
IT A CONSTANTLY IN- 

_ CREASING SUCCESS FOR 
THE MERCHANT WHO 
RETAILS IT. 


C. H. ALDEN CoO. 


Factory Boston Office 
ABINGTON, MASS. 10 HIGH STREET 








Black or Tan 
NORWEGIAN 4 
Barbour Welt 
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Le lanroes hoe (Caney 


Auburn, Me. _Boston Office, 139 Lincoln Street 
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3 ‘ 
" AW 
STYLE SELLS! a 
Style is the big buying motive in an stvles chown. are in 
the great majority of and or immedia 
sales ‘ 


Style Combined with 
Comfort Doubles Sales 


It is the unusual combination of these two 

qualities in CONSTANT COMFORT and CON- 

STANT STYLE shoes which is bringing busi- No. 907 — $3.85 

ness to A-W retailers. 449 B 8%-0 0, D 
ie Boras 





With these two lines, the shoe needs of any 
customer can be supplied. The woman who 
must have comfort gets it in CONSTANT 
COMFORT shoes with their “7 Points of 
Merit.” The woman who wants Style finds it 
in CONSTANT STYLE shoes—and gets in ad- 
dition the comfort of their “7 Point” construc- 
tion. 





And all this desirable trade can be handled on No. 914 — $3.85 
a limited investment, because the A-W In- A 49 B SK8'O D 
Stock Department of over 200,000 pairs makes flso in, Black, Kid 


it unnecessary to carry a large stock. 


Full information regarding the CONSTANT 
COMFORT and CONSTANT STYLE lines will 
be sent from our Auburn, Maine, or St. Louis 
Divisions. 


The Nationally Advertised Line 





No. _- 
In Black Kid 

A 49 B 8%-9 ©, D 
2%-9. 

Also in Patent Leather 
No. 905 — $3.50 














Central, West- 
ern and South- - Factory and 
- apes ave Eastern Sales 
sion: -3, > 
416 Ni 12th Division: 

t., St. juis, Dept. R-3, 
Missouri. Auburn, Maine. 











ot. 
AULT-WILLIAMSON 
SHOE COMPANY 





\ 


\ = 











Ee 
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i Rhinestone Colonial Buckles 


Smart Shoe Adornments 
for Christmas Giving 


EWELED buckles 

that twinkle like 

stars . . .. such are 
the newest shoe adorn- 
ments sponsored for 
evening wear. These 
beautiful buckles will be 

; popular as holiday gifts. No. 5681 
No. 1433 $60 Per Dozen Pair 


$30 Per Dozen Pair 
; Suggest them to your 


customers. Display 
them in your window 

. with fashion’s lat- 
est pump creations. In 
a dainty gift box, these 
rhinestone _ colonial 
buckles will attract 
many gift seekers to ° 


i 


aria 1 No. 12671 
No. 5594 farina shop. And you $42 Per Dozen Pair 
$42 Per Dozen Pair will reap the benefits of 

a lively holiday busi- 


ness. 


Arrange with our nearest 
representative for an early 
showing 





No. 5595 No. 12714 
$42 Per Dozen Pair $42 Per Dozen Pair 


The 
Reynolds > Company 


Providence, R. I. 


6 8 IE D8 28 SPE 08 V8 YE YE YS YE 8 8 FB P88 IE IE IS 38 8 I HE LE TEI 98 0 8 8 YE TE 28 YE HE I M8 IE IS YE I P88 88 GES MS IE 8D 8 YS D8 8 DEE YE IS EEE 
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IN ZA 


The NACO colors given here- 
with correspond to those 
recommended for Spring and 
Summer by the Joint Styles 
Committee. | 











— 


Joint Styles Naco Calf 
Committee Colors Colors 





Parchment Maplewood 
Opal Grey Birchwood 
Sauterne Gumwocd 
Ascot Tan Hazelwood 
Mauvette Larchwood 
Bois de Rose Sandalwood 
Rugby Tan Hollywood 
Metal Brown Larchwood 


RR A CRRLGNREES 2° SORTER AION NIRS Les IOS NY, ea r 


A.C. LAWRENCE LEATHER CO. 


210 South Street, Boston 









































When writing to advertisers please mention Boot anp SHOE RECOaDER 





November 28, 1925 BOOT AND SHOE RECORDER 

















The luxury of style—priced to meet the 


requirements of popular demand— 
Haseltine Shoes. 
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COLORS THAT RIDE THE CREST FOR SPRING 


———— Se ee 


Yoo Y 9O Ys 


em 


Newer Cstle (lors 


Parchment 
Sauterne 
Ascot Blonde 
Bois de Rose 
Opal Grey 


——— ee 


New Crstle iP 
Loveli est — 


TANS—in light shades—are again the predominating color factors 
for spring and summer. 


And again—as in the last season and for many others before—first 
rank buyers of shoes will look to NEW CASTLE Colors as the criterion 
of the new color mode. 


They rightly depend on NEW CASTLE Colors, well knowing our 
long-standing record as originators of many fashionably famous shades. 


NEW CASTLE LEATHER COMPANY 


NEW YORK, N. Y. 





“JUDGE IT BY S= 
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ee SEE SSS Ss 


MRS. DAY’ 
IDEAL BABY SHOE 





“Baby Needs Another Pair of Shoes”—a 
frequently repeated remark, for it takes a 
mighty short time for a youngster to OUT- 
GROW his footwear. Figure out for your- 
self the patrage-per-baby in this broad-scope 
line—starting as it does with the few-months- 
old-Soft-Sole-Infant, and serving through to 
the 3-year-old. 


And remember, Outgrown before worn out. 


MRS. DAY’S IDEAL BABY SHOE 
Danvers, Mass. 


Boston Office New York Office 

19 West St., Room 616 Chicago Office 387 Fourth Ave. 
325 W. Jackson Blvd. Phone 

Phone Beach 8060 Madison Square 5896 
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AGAIN the demand for TONY 
COLORS clearly indicates 
the favorite shades for next 
Spring and Summer, with the 
leading metropolitan buyers 


TONY 
GOLD | 


TONY AUBURN we \C\ ae TONY BROWN 
TONY GOLD rt | j TONY RED 
TONY TAN Yeux} TONY BLACK 


é 
S 
é 
é 
z% 
P 
« 
: 
é 
R 
‘ 
; 


RIRIRISIDTIRIRIRILGIGIRIRIRIDRGIVID 


CREESE & COOK COMPANY 


95 South Street, BOSTON, MASS. 


P. A. HENRY & CO. 


SILVEY & CHRISTMAN . 706 Broadway, Cincinnati, O. 
82 Gold Street TANNERIES Leather Trades Bldg. 
DANVERSPORT, MASS. i. ee 


New York City 
62 Mason St.. Milwaukee, Wis. 
When writing to advertisers please mention Boot anp SHog Recorper 
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Rugged com bined ith Extreme 


Service Comfort 
SPOR T] 


“THE LEATHER THAT 
cy 3 ee) -0- le) 


















































You cannot realize until you try selling 
SPORT WILO shoes for children, the 


remarkable “* repeat sale’ influence that is in this, 


The First Leather Ever Made 
Specially for Children’s Shoes 


O sell SPORT WILO Shoes once is to 


sell them always—and always more and more. 


Next Season’s Best 
Selling Colors Are 


COFFEE and LIGHT SMOKE 


In Solid Colors and Combinations 


SPORT WILO COLORS INCLUDE 


Coffee Camel Smoke Red 

Light Smoke White Blue 

Dark Smoke Black Green 

Log Cabin Olive — Silver Gray 
Tangerine Chocolate Dark Gray 
Almond Beige Pearl 


WHICH ARE CARRIED IN STOCK 


C.D. KREPNER LEATHER CO. 


139 South Street, Boston, Mass. 


—BRANCHES— 


231 West Lake Street, Chicago, Ill. 308 Leather Trades Bldg., St. Louis, Mo. 
10 Spruce Street, New York 200 Davis St., San Francisco, Cal. 
Be sure you get the genuine 


When writing to advertisers please mention Boot anp SHor REcorper 
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Thelda 


A patent leather 
D’Orsay with Gold Kid 
Piping. 


INNUNOSADRAAOUAA TANTRA 


A NA MAC ann 


} 


A sure profit from the 
golden note of pres- 
ent styles can readily 
be obtained with this 
excellent model. 


= 
j= 
— 
— 
= 
i 
= 
-— 
= 
4 
= 


TATA ATTN 





‘ANUS 











BOSTON OFFICE 
Shoemakers 207 ESSEX STREET 
Since 1871 ROOM 212 


STU 


LM MA MM RRA 
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VICTORY 
BUCKLE HOLDERS 


BIG HOLIDAY 


BUCKLE BUSINESS 


means call for the holder that has made 
good in so many stores this season! 











A new way of attaching buckles to pumps has been 
made possible by a patented holder which is detachable 
from the buckle, also the pump, by a single twist. 
It is no longer necessary 
to keep buckle ———- 
JAWS PRESS OVER VAMP ak as we = 























— RAISED POINTS plain when desir “ar 
INSORE GRIP street wear. It has no 
ON BUCKLE equal, as the buckle can 
be worn upright or flat on 

the pump. 





ATTACHING HOLDER 
TO BUCKLE Many retailers use them 


for window display as the 











fact that they do not mar 
the pump and can be changed so easily, and show off the effect of pump 
and buckle so beautifully, finds many window trimmers who cannot do 


Infringers of this without them. 


patent will be Every opera pump customer is a prospect for a pair of buckles; with this 
prosecuted holder buckle can be attached instantly, making many extra buckle sales. 


Jobbers Write for Prices 


FLEMING & KEEVERS CO., Inc. Manufacturers at NORTHAMPTON, MASS. 































“Some Mustard” 


A real live number. 





A type of Schwarz-Ruggles young men’s 
up-to-date footwear 


to retail at $8 to $9 


New light tan French Brogue, Spaded in 
and out shank. Solid leather construc- 
tion, Calf lined. 


We show all shapes and designs called for 
by the young man of today. 


OUR NEW YORK OFFICE 


is at 907 Marbridge Building in charge of 
J. B. McNamee. When in the Big City 
look up our line. The latchstring is al- 
ways out, and Mr. McNamee extends the 


glad hand. 


Schwarz-Ruggles Inc. 
Brockton, Mass. 
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No. 1174—T he “Leone” 
White Canvas—White Leather Trimmed 


WHITE SHOES 


“If Winter comes—Spring is not far behind.” That 
means the beginning of the white shoe season. 


That you may give your trade good shoes and good 
service the coming season we suggest early coopera- 
tion with our factory whose reputation for good 
values in fabric footwear is well established. 


DINGLEY-FOSssS SHOE COMPANY 
Sabrie ShoeManutackurers 


To the Wholesale Trade 


AUBURN, MAINE 


BOSTON OFFICES, LINCOLN STREET 
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ART IN FOOTWEAR 


D’ORSAY PUMP TWO 


Trimmed with Metal Kid Stripping NEW, FAST STYLES 


for 











December to February 
Sellers 


Sweeten up your stock with 


New York Short Vamp Last—16/8 Full Louis Heel . 
No. 760—Blonde Satin, Gold Kid a, 82-75 : something absolutely new. 


No. 460—Patent, Gold Kid Trim 
No. 860—Black ‘Satin, Silver Kid Trim, $3.75 


FRONT GORE STEP-IN PUMP . 
Gore Concealed with Smart Tailored Bow Make those months “Selling” 


to Match ; 
siete months instead of “Sale” 


months, 


“Tess” 
You can do it with these styles! 


They will increase your sales— 
also your profits. 


Medium Toe | 
Last They are 


- 643—Blonde Kid, 16/8 Full Louis heel $3.00" 75 ' 
. 644—Blonde Kid, 12/8 Cuban heel, | 
. %743—Blonde Satin, 16/8 Full Louis #6 $3.75 


. 543—Levors White Cab, HAY Full Louis heel, oe 
. 544—Levors White Cab, 12/8 Cuban heel, $3.60 
. 843—Patent, 16/8 Full Louis heel, $3.65 


‘ a3 Bincke ‘sation iors "ru = ‘ion, $3.50 Send Your Order To-Day 














(There is a Hannahsons Distributor in Your Section—Write for His Name) 


HANNAHSONS 
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EVANS 
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BIG CALL for SLIPPERS!! 


Attractive slippers for holiday 
gifts are having a big run this 
year. How is your stock ? 


WIRE TODAY 


Thirty lines of Turn slippers 
ready to ship—Price range *2 to® 4 





. y 
clical Holiday Gift’ 





















No. 325 No. 304 
Golden Brown. Kid Opera. Brown Vici. Opera. Rub- 
Kid Lined. Sizes 6-I1. ber Heel. Sizes 6-12. E 
C-D-E. $2.65 only. $2.35 


L. B. EVANS’ SON COMPANY 
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PATENT COLT has 

many friends among 
Shoe Manufacturers, 
who prefer it to any 
other patent for at least 
some of their models. 
**CORONA’’ Colt fulfills every 
requirement of price, cutting 
figures and quality, for either 
high-grade or medium-grade 
shoes. 


The Beebe Leathers include CORONA 
Patent Colt and Sides, Vict Kid, Ayer 
Chrome Calf Linings, Sheepskins, 
Suede Calf, Grain Calf, Side Leathers, 
Splits, Satins & Shoe Fabrics. 


Lucius Beebe & Sons, Inc. 
Boston, Mass. 
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Seasonable! 


Profitable! 






IN STOCK MODELS 
for. 


INSTANT DELIVERY 


Durable! 













No, 34—All Patent Leather—15/8 Span- 
ish heel—silver oxidized ornament—pat- 
CUE... 000666000 teawekamaee $6.00 


No.. 35—All Black Satin—15/8 Spanish 
heel—silver oxidized. ornament—satin 
center 6.00 











The Janice 


The Stanwood 


No. 30—All Patent Leather—very light 
welt—13/8 Cuban heel—silver 6xidized 
ornament with patent gathered omer 


No. 31—All Tan Calf (medium shade) 
—very light welt—13/8 Cuban heel— 
bronze oxidized ornament with tan calf 
gathered center $5.90 


The Vanitie 


No. 28—All Patent Leather—15/8 Span- 


ish heel (tliustrated)...........0+ $5.50 
No. 29—All Black Satin—15/8 Sogaist 
De duendensedsd@unestces etna $5.3 










The Borderband 





No. 32—All Patent Leather—17/8 Gene. 
ish heel (illustrated)........+++++ $5.65 


No. 33—All Black Satin—17/8 Spanish 
heel—two rows close zig-zag stitched 
imitation vamp and quarter collar.$5.45 


heel 








HAV ERHILI 


Me KWKARD 


rai)! 


No. 17—All Patent Leather—13/8 Cuban 

GING 54 « » couedine sens $5.60 
ew 18—All Black Satin—13/8 87 
Ml” enbdadGneWeseeees Geeeeacdes 


OIMPANY 





MA/ACHUSETTS~ 
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Preserve the tit— 
Retain the style— 
Maintain the wear— 
Enhance the comtfort— 
Assure the satistaction— 
of your customers’ 


purchase— 


WITH THE MILLER SPLIT PACK 
FLAT SHOE TREE 


IN AND OUT OF THE SHOE IN A JIFFY! 


aa“ 


NEW 
NOVEL 
DEPENDABLE 


Many shoe dealers use Miller Shoe Trees in window shoes 
in place of forms. Thus they save on the price of the 
forms and later take a profit on the sale of the shoe trees. 


THEY RETAIL READILY AT A PROFITABLE PRICE 


ASK US TO SEND YOU A SAMPLE PAIR ON APPROVAL 


Q. A. MILLER TREEING MCH. Co. 


SHOE TREE DIVISION 


BROCKTON, MASS. 
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S the mercury drops—HER- 
MAN’S No. 19 Police Shoe 
Sales jump. Because millions 
know No. 19 is the ideal winter- 
shoe. 














To the world-known comfort 
of its genuine Munson last, 
full box toe, built-in arch sup- 
port and rubber heel—are ad- 
ded the invaluable stormy-day 
features of full double oak sole, 
damp-proof rubber welt and 
high-grade; plump, mellow 
boarded chrome upper stock. 


We're advertising HERMAN’S Police Shoe 
vigorously. We're putting into it the quality 
that makes HERMAN’S the standard Police 
Shoe of the world. And we’re selling it to 
you at an attractive figure, that makes it one 
of the most profitable numbers in your stock. 


In Stock—A 7/12, B-EE 5/13 


Joseph M. Herman Shoe Co. 


MILLIS 
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ETL-TONE 


“uatorEe COLORED KIPS 





S I L V E R N OTHING but genuine Kips—the best the 
market offers—are used in making Metl- 

d Tone Colored Kips. 

an. We want you to see and know this new “pat- 


G O L D ented leather.” 
We believe in Metl-Tone so thoroughly that 


and 80 other "we carry a goodly amount on hand and in the 
colors in works at all times. To date results have justi- 
selected fied our confidence. 


kips 
IMMEDIATE 
DELIVERY 


70 CENTS ula ‘ 
etaulers may have cleaners or 
AND DOWN repairers by writing to us direct. 


a) 
am. S¢ &.°M..W:. E.MY. DR ine 


When writing to advertisers please mention Boot anp SHoz REcORDER 


Write for swatches. 


H. S. & M. W. SNYDER, INc. 
60 South St., Boston 
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WHY THEY REPEAT 


retailer's taste—but to satisfy the consumer in durability, com- 
fort, and appearance. 


| oe Just Wright Shoe is built, not only to appeal to the 


Fifty years of good shoemaking has given us a reputation—not to 
live on but to live up to. 


And in the seventeen styles in stock we have put our best efforts. 
If you retail men’s shoes from $8 to $10, you'll find that the Just 
Wright Stock Department can help you. 


Catalogue on request. 


THE GHT. 
Nyust WR SHOE 


Stock No. 110—Frat Last, 
Medium Light Shade Tan 
Calf Oxford, six rows fitting 
on collar and eyerow and 
vamp. 


Heavy Single Sole. 


Stock No. 105—Same shoe 
in Imported Black Calf. 


Sizes: A 6%-l1 
B 6-11 
C&D 6-11 


Price $5.90 


E. T. WRIGHT & CO., Inc. ROCKLAND, MASS. 
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+] 
rorercorens PC STONe-Apslety-~----- Women’s gs tS mai ‘ 
ri "Ruby kid, pressed 
vamp and lace row. Rubber heel. 


4. Buckle Arcties i eS ee 


Shoe Co. 
In-Stock for Immediate Shipment Shaary Adame’ 
The “weather-wise” are buying now. 


“LITA”—the biggest value 
in the industry—Full 
height black fabric upper— 
fleece lined — Adwear heel 
—Semi-rolled sole—Water- 4 
proof rubber vamp—Bright “put together a Uttle better.” 

finish—bound edges. Bears ee 


the Firestone-Apsley name 
Successful shoe retailing 


and guarantee. 
—— : demands that shoes be 
_ Men’s 6-12 $2.50 get . snappy. Merchants secure 
Boys’ 2%-6 2.25 eT Se a 5s be selling advantages by 
Youths’ 11-2 2.00 5 ca using 
Women’s 2%-8 2.00 "Re on 
Misses’ 11-2 1.90 
Children’s 5-10% 1.65 


Packed 12 Pairs to a 
Case, in Cartons. 


Subject to og without 
Notic 


Pita | way. Merchants’ 
‘ specify shoes 
snapped up that 
ema “Underpriced” — 
108 Lincoln St. Boston, Mass. M. H. BATES CO. 
Manufacturers 
Keep in touch with me for underpriced jobs always on hand BROCKTON, MASS. 


























i Great Britain g 





Are carried in stock, orders 
filled at once. I s hip in 36 
= cases only. Choice of 
lack and colors. 


carry» rubber heels ony. The Shoe Trades Journal 


your trade. Beauty 
and wear is there. 





Te is the oldest established Shoe 
een and Leather Trades Paper in 
Great Britain. 





A’ W- GhreEEELEY 


Fwivnn MAVERHIL ASS ea Established 1869 


Our Advertising Tariff will be 
supplied by the Boot and Shoe 
Recorder, Boston Mass., upon 
application. 


Make your 
yEnTiLATiOns! ay “ sending You 
eA ae }- your 


THE SHOE TRADES JOURNAL 
Leicester - wai England 
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IN STOCK Howard F IN STOCK 
SHOES 


FOR A QUICK TURNOVER WITH GOOD PROFITS 
BUY THESE SHOES FOR YOUR TRADE. THEY ARE 
IN STOCK READY TO SHIP YOU—AT ONCE! 
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No. 173 









“THE BERWICK”—Tan Norwegian Fixed Lace Oxford, 
Flexible Box Toe. A, B, C, D. Price $6.00 









TWO IN STOCK STYLES IN THE 
FOREFRONT OF SHOE FASHIONS 











No. 175 






“THE MIAMI”—Tan Calf Delmar Lace Oxford with “Barbourwelt” 
A, B, C, D. Price $6.00 


THE TWO MODELS SHOWN HERE ARE 
POPULAR WITH THE TRADE EVERY- 
WHERE. THEY WILL GET BUSINESS 
FOR YOU. 


ADDRESS ALL COMMUNICATIONS TO BROCKTON 


HOWARD & FOSTER CO. | 


ACTURERS 


MANUF. 
BROCKTON MASS. 
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ALL BUYERS 
CONSIDER 
NEWENGLAND 
FOOTWEAR 


for popularity, 
profit—ability 
and prestige- 
building in 
their home 
towns. 
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Will Group Shoes By Classes 
at Chicago Show 


Novel Lighting Effects Also Planned 


OM Chicago comes the good 

I word’ that the Cooperative 
Styles Committee has been ac- 
tively at work in arranging details 
of the style show to be held in con- 
nection with the National Shoe Re- 
tailers’ Association Convention, 
scheduled to be held in that city at 
the Hotel Sherman, Jan. 7, 8 and 9. 
This committee, consisting of 
George W. Baker, Jr., A. N. Blake, 
J. G. Holters, Harry W. Hahn, 
Percy E. Hart, I. B. Howe, J. J. 
Baird and John C. McKeon, has out- 
lined a proposed runway with 
three round platforms. After the 
models have been up and down the 


, runway it is then proposed to di- 


vide them in three distinct groups 
—one group to each platform. On 
one platform will be grouped all 
sport and morning shoes. On the 
second will be afternoon and semi- 
dress shoes. On the third will be 
evening and dress footwear. This 
has been found to be feasible and 
the suggestion of the committee 
will be carried out. It had been 
hoped that revolving platforms 
with glass tops through which light 
could play on the shoes could be 
devised, but this has been given up. 
The committee further sug- 
gested, and it was agreed to, that 
the runway be reached by a de- 
scending flight of stairs and that 
the models be equipped with hand 
lights. Both of these suggestions 
have been adopted by the show 
management under Edward Beck. 
It is planned, in this connection, 
to equip the models with ornamen- 
tal staffs carrying a banner giving 
the name of the exhibitor. The tip 
of the staff will carry the hand light 
and the beam of light will then be 
thrown directly on the shoes. 
Added interest is given the style 
show by the announcement that 
during the intermission it is 
planned to have style talks by the 
respective chairmen of the style 
committees of the N. S. R. A. and 
the National Boot and Shoe Manu- 
facturers’ Association. 
Railroad lines have granted the 
convention fare rate for the N. S. 
R. A. Convention in January of a 








@ NATIONAL 
B53) > 
RETAILERS 
j CONVENTION ) 








i tet S 


Official poster of the N.S. R. A. 
Convention. 


fare and a half for the round trip, 
and coupled with this is the an- 
nouncement from the Hotel Men’s 
Association that hotel rates will 
not be advanced during the show. 





Let the Merchant Use 
This Head 


[CONTINUED FROM PAGE 38] 


opportunity today as ever if he will 
attend to his job. 

The real difficulty with “indepen- 
dent merchants” today is that they 
are not working as they used to. 
This especially applies to the native 
stock who are operating stores 
which have been inherited from a 
previous generation. These native 
Americans complain about the He- 
brews, Greeks, Italians and other 
nationalities who, they claim, with 
the chain stores, are putting them 
out of business. An analysis of 
facts, however, shows that the rea- 
son why these foreigners make good 
merchants are: first, because they 
are willing to work hard, and_ sec- 
ond, because they seek to find out 
what people want and deliver the 
goods. A 100 per cent successful 
merchant is never interested in 
manufacturing goods or in creating 
a demand for any special commodity. 


Simon Ruwitch, the genial presi- 
dent of the Chicago Shoe Travelers’ 
Association and representatitve of 
the Commonwealth Shoe and Leath- 
er Co., has just returned from an 
extended trip in the Northwest and 
reports that Northwestern mer- 
chants are enthusiastically inter- 
ested in the coming national show. 
Mr. Ruwitch says that there are few 
merchants who have not expressed 
their intention of attending the big 
convention. 

George Spangler, manager of the 
N. S. R. A., has a letter from E. C. 
Jordan, secretary of the Texas Shoe 
Retailers’ Association; in which Mr. 
Jordan has pledged a large attend- 
ance at the N. S. R. A. Convention. 

Two special trains have been 
chartered by the St. Louis manu- 
facturers and exhibitors at the St. 
Louis show Jan. 4, 5 and 6 to bring 
the crowd to the National Shoe Re- 
tailers’ Convention to arrive Thurs- 
day morning. 








The 100 per cent merchant devotes 
his effort in finding out what the 
public wants and then securing for 
the public the best quality of such 
goods at the lowest possible price. 
The successful merchant, therefore, 
will consider himself the agent and 
buyer for the consumer rather than 
the salesman for the manufacturer. 
He will keep up in the new develop- 
ments in food adulterants and food 
preservatives, and will serve as the 
protector of his customer against 
poor quality goods. There is just as 
much opportunity today for a mer- 
chant who takes this attitude as 
there ever was, and no chain store 
system can put such a merchant out 
of business. 


Announce Engagement 


MILWAUKEE.—Of interest to the 
shoe trade is the announcement of 
the engagement of Albert F. Gallun, 
Jr., son of Albert F. Gallun, and Miss 
Carol O’Brien of this city. Both 
Mr. Gallun, Sr., and his son are mem- 
bers of the prominent local firm of 
A. F. Gallun & Sons Co., tanners. 
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4 
Order Now! 


BAC 








W HITE 


GLAZED KID 


oe 


A prompt anticipation of 
your requirements assures 
you the best service and 


deliveries. 





AMALGAMATED LEATHER COS. INC. 


315-317-319 Arch Street, Philadelphia, U. S. A. 
Factories: WILMINGTON, DEL. ae 
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Retail Trade Is Following the 


Thermometer 


Uniformly Good, Irrespective of Weather, Only in a Few Spots; 
Christmas Business Promises to Be Big; Men’s Trade Work- 
ing Itself Out of the Doldrums; Colored Kids for 
Women Touted for Next Spring 


CHICAGO 
Retail Trade Not Overly Active 


In the past week selling has been 
anything but active. The trade has 
been of the “spotty” variety, de- 
pending a great deal, apparently, on 
the weather. Last Saturday was 
reasonably fair in most stores with 
a bit of tingle in the air, but with 
the return of warmer weather sales 
dropped off considerably. 

Since about the first of Novem- 
ber there has been a considerable 
lessening of interest in footwear 
although there have been some 
days in some weeks when a 
splendid volume was done. The 
children’s business has been espe- 
cially quiet, more so than the sea- 
son would normally warrant, and 
this is in the most part laid to 
the lack of snow and cold. 

An unusually strong de- 
mand has developed for men’s 
black calf footwear in the 
past few weeks and has been 
steadily growing. Men’s 
blacks in plain and fancy 
patterns, heavy pinked and 
perforated effects with ten 
and twelve iron soles, have 
been on steady call. This has 
been due undoubtedly to the 
strong demand for blue 
serges and cheviots among 
the men. The darker shades 
call for black if there is to 
be harmony in the costume. 
Many winter overcoats of 
dark blue are also being sold. 
In the women’s stores there is 

little to choose from. Black satins 
and patent are still extremely 
active, forming the bulk of the 
sales in almost every store. 

The question asked now in 
almost every instance is, “What 
will the high tops do?”—and 
while most buyers are skeptical 
of the sales value’of the boots, at 





least until skirts are longer, there 
is much speculation. 

The style tendencies for spring 
footwear in advance models are 
showing little that could be classed 
as “new” in any sense of the word. 
There is a variation of pattern, if 
you please—but fundamental lines 
still hold pretty well to the pump 
and gore and strap models that have 
held the center of the stage for al- 
most a year. There is some talk of 





Showing how a solid wall of cartons 

can be broken up to give an interior 

display and “liven up” the wall as 

well. The mirror idea at the bottom 

was adapted from Pokorny’s store in 
New Orleans. 


colored leathers, but no one seems 
to have crystallized the thought into 
definite form save in the elaborate 
evening slipper designs that seem to 
have taken the fancy of almost 
every shoe buyer—whether the pub- 
lic at large has “fallen” for them 
or not. 

Brocaded models—quaint and un- 
usual patterning on leather in al- 
most every color and in gold and 
silver—are seen, but in no great 
quantity, indicating that they are 
still “show” shoes rather than 
selling models. 

Jeweled heels in the most or- 
nate of designs are being shown 
along with the wealth of orna- 
ments of every sort that have 
been exceedingly popular in the 
past few months. There seems 
to be a steadily increasing de- 
mand for this type of ornamenta- 
tion and merchants are being 
pressed to keep abreast, to say 
nothing of ahead of, the need for 
new “tricks” in ornamentation. 

The wholesale trade is quiet. 
Future orders are not yet de- 
veloping in any quantity and the 
immediate and fill-in business is 
exceedingly small and is the re- 
flection of lethargy in the retail 
end. 

ATLANTA 


Stores Show Good Gains This 
Fall 


Cold weather still prevails in 
the Southeast, and is resulting in 
a decidedly brisk demand for 
footwear in the Atlanta stores, 
and in all departments—ladies’ 
shoes, men’s shoes and juvenile 
lines. 

In ladies’ footwear, business is 
particularly good right now in 
Atlanta, and has been for a 
month or so past. Pumps and 
one-strap slippers are among the 
most popular lines this fall, the 
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Suggestions 


Whether the 
present be de- 
signed for wife, 
mother 
or sweetheart, gift 
suggestions always 
are welcomed by men. 
shoe ornamentation. 
charmingly “gifty.” 


daughter, 


Christmas 
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This season the style calls for 
Buckles are in vogue and are 
To aid in developing business 


of this kind the Reynolds Co. of Providence, R. I., 
offers an attractive box lined with blue satin against 


which nestle a pair of rhinestone buckles. 


There are 


on the market also gift boxes for hosiery, gay cartons 
for slippers and 
with which to 


a host of novelties and accessories 


stimulate your Christmas trade. 





Beautiful 
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Practical 


and 
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former probably a little in the lead 
of straps. Silver buckles also con- 
tinue quite popular. In colors, tan 
kid is good right now, but other 
light shades are also selling well. 
Black, however, seems generally to 
lead. Blonde kids are reported fair 
to good, and satin slippers improv- 
ing steadily after .a decline in this 
business noted the earlier part of 
the present fall season. Patent 
leather slippers are also quite good 
now, and improving. 

In the men’s departments the 
brisk demand is for brown shades, 
with some blacks selling, but not to 
any great degree. Low shoes still 
lead highs, but the latter are pick- 
ing up steadily as colder weather 
sets in. Business in men’s depart- 
ments has been unusually good this 
fall in a majority of stores. 

Juvenile sales also continue brisk, 
with most of the dealers here ex- 
ceeding last season by at least 15 to 
20 per cent. 

Considering the shoe business as 
a whole right now, in the Atlanta 
stores it is exceeding the corre- 
sponding period of last year by at 
least 15 per cent, and with many of 
the larger dealers is even showing 
a greater increase over last season 








than this. It is at any rate now 
certain that the 1925 fall season in 
shoes will prove one of the best the 
Atlanta dealers have enjoyed in the 
past four or five seasons, and com- 
pares favorably, indeed, with the 
very best seasons the retailers in 
this section have ever experienced. 


HOLLYWOOD, CAL. 


New Style Sport Shoes Selling 
Well 


The fall season, with its numerous 
social events among the members of 
the moving picture colony and so- 
ciety generally, has been kind to the 
retail shoe dealers of Hollywood, 
who report a splendid fall trade with 
noticeable activity in sports shoes, 
of which there are many snappy 
styles on display in the different 
stores. 

The Wetherby-Kayser Co. has in- 
troduced an innovation in the way 
of a golf school on the second floor 
of their very up-to-date Hollywood 
store under. the direction of John 
Duncan Dunn, well known Coast 
champion, and has its sports shoes, 
golf clubs and accessories conveni- 
ently displayed to catch the eye of 
the golf student. This is an attrac- 


tion which bring many prospective 
customers into the store, and has 
probably helped to augment the 
steadily increasing business which 
this store has enjoyed ever since its 
opening day. Golf oxfords are very 
popular. Black satin pumps and 
patents with three-inch heels are the 
leading numbers at this. time. 
Buckles for both day and evening 
wear are very good as well as rhine- 
stone and topaz heels. Gold and 
silver are the leading colors for eve- 
ning wear. 

The Innes Shoe Store is featuring 
round toes and short vamps, as this 
style is most in demand owing to 
the fact that its clientele is to a 
great extent connected with the 
moving pictures, and the type of 
shoe demanded there creates a de- 
mand for the same thing among 
other people. Patents and satins 
are the leading sellers. This com- 
pany is sending out letters to their 
customers in the moving pictures 
and getting photographs for a gal- 
lery on the mezzanine floor. In 
their jewelry department the cus- 
tomer is able to match shoes and 
hosiery with beaded bag, bracelet, 
earrings, necklace, or any other arti- 
cle they may desire. 
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The C. H. Baker Co. reports that 
business is 30 per cent better than 
it was during the first year and 
showing a steady increase right 
along. Strip pumps and buckles are 
gaining in favor and buckles are ex- 
pected to carry through until next 
spring. Patents, satins and velvets 
are all running very strong. En- 
glish walking shoes are selling very 
well in a variety of patterns. This 
is the peak of the riding season and 
riding boots are selling well. 


ST. LOUIS 


Colored Kid Shoes Predicted for 
Spring 

The most that can be said for 
business in the retail shoe district 
during the week ended Saturday, 
November 21, is that it was hold- 
ing the volume attained during the 
same period of a year ago. The 
month so far has been spotty with 
a few reports showing a decrease 
in the volume over last year’s fig- 
ures. Some stores report an in- 
crease which is slight. Perhaps 
the majority of stores are those re- 
porting that this year’s figures only 
equalling those of 1924. The opin- 
ion of some large operators is that 
after Thanksgiving there will be an 
upward swing. 

The style trend has not changed 
one iota, other than what has been 
reported in these columns week 
after week. One note that was 
dominant in all stores visited was 
the strong demand for tan calf ox- 
fords. 

The brogue type effects are scor- 





ing heavily in the day’s sale and 
many stores find their stocks de- 
pleted shortly after the arrival of 
a healthy shipment of this type of 
footwear. Fortunately there seem 
to be large floor stocks available 
in this particular type. The grained 
leather types are well accepted 
and of course tan for color is the 
principal style demanded. The 
call is heard in all types of stores. 
In the $5.00 to $6.00 range they are 
strongest. The $8.00 to $10.00 
styles are bought enthusiastically 
although the volume of course is 
not as great as in the lower price 
range stores. 

The black shoe which has been 
been the bright spot in the retail 
shoe merchants’ life during the 
past four months will probably 
diminish in popularity around the 
first of the year. Buyers are be- 
ginning to predict the demise of 
the black vogue after January. 
In discussing the question as to 

what the early spring footwear 
styles will bring forth, colored kids 
are suggested as a definite style 
trend. One of the smartest St. 
Louis style manufacturers has re- 
cently said that he looked for the 
fanciest spring selling of colored 
kids that has ever been witnessed 
He added that his reference did not 
allude to loud types of shoes. 


CINCINNATI 


Retail Trade Reported Exception- 
ally Good 


All merchants in the Cincinnati 
district are very enthusiastic over 
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the present status of the shoe busi- 
ness and are optimistically pro- 
phetic. Without an _ exception, 
managers and store owners report- 
ed that business during the last 
week, wherein the weather smiled 
and blew invigorating temperature 
into Cincinnati, at least so far as 
the shoe business was concerned, 
has been exceptionally good. The 
usual rainy Saturday of the past 
few weeks was absent, thus mak- 
ing shopping a pleasure. 

Women still show great prefer- 
ence for black patent leather pumps 
and strap effects, with scattered 
calls for satin, velvet, suede, India 
tan kid and brown kid. Their de- 
sire for evening shoes continues to 
be expressed in gold and silver 
kids, and light satins for dyeing. 
Men generally favor low tan shoes, 
but some high blacks are selling to 
conservative men. 

Children’s shoes are being sold 
mostly in patent leather with light 
tops, heavy tan boots with buckles, 
and elk, laced styles. 

“Young men like to mix their 
tastes in shoes, but a pronounced 
trend to low tan shoes with a broad 
toe or what is called the balloon 
last is very noticeable,” said R. C. 
Elmore, manager of the Hanover 
Store on Vine Street. “Scotch 
grain is being sold in great num- 
bers to young men. Boys seem to 
express the same desires as their 
elders, that is, for tan shoes. Older 
men, or those about 30 or 35 years 
old, are asking for black shoes with 
a narrow toe. They seem to be- 











The Wetherby-Kayser Shoe Co. of Los Angeles took the bull by the horns early in November and used the 
rotogravure section of the Sunday paper to talk Christmas. People are buying early this year as a result. 




















































Most Complete ‘“‘In Stock” Line of Senior and Junior Misses’, Children’s and Infants’ Turns of Any Manufacturer. 
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D’Orsay Regent 


1555, Senior Misses’, Patent, 
10/8 rubber heel, our 66 last. 
Widths A, B and C, 3 to 8.$3.85 


1556, Same in Tan Calf. 


A sty'e much in demand, 


Buckle D’Orszy 


1563, Senior Misses’, Patent, 
gore front, 10/8 rubber heel, our 
66 last. 


Widths A, B and C, 3 to 8.$4.00 


A novelty pump careful’y tried 
out as to fitting. quality. 


Senior Misses’ 
1542, Patent, one strap, 10/8 
rubber heel, our 66 last. 


Widths A, B and C, 2% to 8 
’ $3.85 


1642, Same on our 54 last, 8/8 
rubber heel. 


Widths B and C, 2% to 7.$3.85 


Baance IN YOUR HAND 
one of these light, trim TRETCO Turns for 
Senior Misses. No wonder they delight both 
mothers and misses. Light, smart, long-wear- 
ing! TRETCO soles are always “oak tanned” 
bends in superior weights. Upper leathers are 
carefully selected from best tannages and cut 
by hand from whole skins here in our factory. 
Try these numbers. You will find them ready 
sellers. Note especially 1555, a particularly 
well-fitting pattern much in demand. 


SENIOR AND JUNIOR MISSES’, 
CHILDREN’S & INFANTS’ TURNS 


te Robt. E. Tubman Co. 


BALTIMORE 
Established 1906 





NEW YORK DISTRIBUTORS 
- Carrying a Complete Stock of all TRETCO Numbers 
WM. KELLERS SHOE COMPANY, Ince. 
198 Church Street, New York City 





¢ 
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lieve this type is a better looking 
dress shoe than the tan low shoes.” 

“Business has been very good 
this week. As a matter of fact we 
are running ahead of sales last 
month and of the same month a 
year ago. With the settled weather 
that has been current for the last 
few weeks, I predict a big shoe 
season the remainder of this win- 
ter,” was the opinion of J. H. Ho- 
hanneman, manager of the W. L. 
Douglas Shoe Company’s store on 
Vine street. “We are selling lots 
of high shoes, but of course they 
do not exceed low tan shoes which 
seem to be the thing with young 
men. We are experiencing quite a 
demand for shoes displayed in the 
window. Many persons come into 
the store and ask for a particular 
shoe by a name under which it is 
displayed in our windows.” 

“Children are wearing patent 
leather shoes with light tops and 
elk laced shoes,” said the manager 
of the children’s shoe department of 
the Potter Shoe-Company. “Boys 
from seven years up ask their par- 
ents to buy them high tan boots with 
buckled tops.” 

“Sales are increasing right along, 
and are topping our records for 
last year,” William Madden, man- 
ager of the Madden’s Store on 
Walnut Street, declared. “We spe- 
cialize in arch preserver shoes and 
find that the demand is continually 
increasing. Since we installed the 
card file system of recording cus- 
tomer’s styles and sizes, many men, 
particularly, send relatives in or 
call up and have us repeat the for- 
mer order. In women’s shoes this 
works fairly well, but women pre- 
fer to come in and shop for what- 
ever they buy.” 


CLEVELAND 


Big Store Starts Deferred Payment 
Plan 


The Baily Co. has made it pos- 
sible for the consumer to purchase 
shoes on the 10-payment plan. 
Under this system, a small down 
payment is made at the time of pur- 
chase and the balance is paid in 10 
equal installments. The system in 
operation at the store is like this: 

A patron gets a credit slip for 
$200 or $300. Then he takes the 
slip to the different departments 
and makes his purchases. Amounts 
are set forth in a purchase column 
and the buying continues until the 
entire amount is exhausted. 

E. A. Sheiderlein, manager of the 
shoe department at this store, says 
that the plan has caused sales of 
shoes to increase. -He has had 
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more families come in and be out- 
fitted with new footwear than be- 
fore the plan was put in operation. 
It is not an unusual occurrence for 
a father and mother and five chil- 
dren to enter the store and for the 
parents to buy shoes for themselves 
and for the five children simultane- 
ously. 

The credits are financed by a lo- 
cal bank that makes a business of 
extending credits. 

The company is at the same time 
extending credit to its regular cus- 








A Correction 


In the advertisement of 
C. S. Gibbon Company, ap- 
pearing on page 102 of the 
Boot and Shoe Recorder of 
Nov. 14, the shoe pictured 
above was described as a won- 
derful fall shoe in the latest 
fall shade, and inadvertently 
the name of the shade in ques- 
tion did not appear in the ad- 
vertisement. 

The shoe is made of tan 
calf, the color designated by 
the Color Card Association as 
“Rugby Tan.” 





tomers on the usual 30 days time, 
and it is stated that the amounts 
have been cut down to some extent. 
In several other of the larger stores 
the 10-payment plan of purchasing 
necessaries has been adopted, but 
it applies to the higher priced 
goods, such as suits, fur coats, etc. 

Col. Leonard P. Ayres, vice-presi- 
dent of the Cleveland Trust Co., 
and one of the keenest business 
forecasters and statisticians in the 
country, has issued a warning on 
the subject. He is looking forward 
to the time when too many people 
will have their future incomes 
mortgaged and business will 
slacken and thousands will be un- 
able to keep up their payments. He 
points out three important elements 
of weakness in the situation. The 
first is in the obvious danger that 
exists when millions of people of 
slight financial means mortgage 
their future incomes for present 
satisfaction. 
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The second lies in the personali- 
ties of the organizers and execu- 
tives of many of the new finance 
companies. The business, he says, 
is one that calls for the cold and 
impartial judgment of the clear- 
headed banker. 

The third danger is that the ope- 
ration of these companies are made 
possible by the extension of credits 
by banks on terms that will cer- 
tainly have to be made more strin- 
gent when interest rates advance 
to higher levels. 

The merchants in some of the 
larger stores are of the opinion 
that while the 10-payment purchase 
plan will increase sales tempo- 
rarily, yet it has elements of dan- 
ger also. Store managers are of 
the opinion that the store owners 
must be careful to keep their names 
off the paper of customers who 
have been granted credit. 


BOSTON 
Retail Trade Is Good 


Retail shoe stores and shoe de- 
partments report good business 
during the past week. The public 
has manifested an increasing in- 
terest in footwear and accessories 
for Christmas gifts over that shown 
in other seasons. In the opinion of 
some of the merchants interviewed, 
the publicity during the past few 
years through newspaper advertis- 
ing, and in store windows and in- 
teriors, featuring shoes, hosiery, 


and their accessories as Christmas 


gifts, is now having a cumulative 
effect. Advance Christmas gift 
buying has begun. 

The Harvard-Yale game of No- 
vember 21 brought a big crowd into 
the city and shoe stores benefited 
thereby, especially those who gave 
their windows a touch of the Crim- 
son or the Blue, or of both. Very 
attractive trims were arranged. 

Sport hosiery and sweaters and 
scarves in snappy combinations with 
shoes in tan for men, women and 
children have been largely shown 
during the past week. 

Buckles figure largely in the 
window displays. Stores report 
that sales of pumps to the younger 
set are on the increase, and straps 
the favorite with the great majority 
of the feminine trade. Young men 
are continuing to show a marked 
preference for tan shoes. 


PHILADELPHIA 
Black Still Rules as Favorite 


In spite of the generally pre- 
dicted turning to colors in spring 
it is quite unanimously stated that 


(Continued on page 128) 
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An invitation to shoe merchants 


WE REGARD the interests of the 
retail shoe merchant as our inter- 
ests. For it is he who has helped 
to make this vast enterprise a 
reality. We like to know him. 
To talk with him. To co-operate 
with him. 

We are also deeply interested 
in having him know us, and the 
policies under whieh we manu- 
facture. How the unique plan 
of 17,000 trained, earnest work- 
ers, associated with us in a com- 
mon cause, works toward the 
production of really “Better 
shoes for less money.” 

We would like you to see at 
close range the spirit of this or- 
ganization. The pride each E-J 
Worker takes in every pair of 
shoes he helps to make. The 
smoothness with which the 
Endicott-Johnson plants turn 




















Boys’ and girls’ shoes of the Endicott- 
Johnson line are now being widely 
advertised through a national cam- 
paign unique in advertising practice. 
It is one of the direct, tangible evi- 
dences of how we co-operate with 
those who sell Endicott-Johnson 
shoes. 








out more than 125,000 pairs of 
shoes a day. How 20,500 sides 
of leather are tanned daily. The 
great care with which the differ- 
ent grades of leather are sorted. 
And the precision with which 
this leather is converted, step 
by step, into men’s, women’s 
and children’s shoes that are 
unsurpassed in values—in style, 
workmanship, quality of mate- 
rials and price. 

We want every retail shoe 
merchant to consider this an 
invitation to visit the Endicott- 
Johnson factories at Endicott 
and Johnson City, New York. 
You will be welcomed and given 
the opportunity to see for your- 
self why Endicott-Johnson shoes 
are the most satisfactory and 
profitable line of popular-priceé 
shoes you can stock. 


ENDICOTT-JOHNSON 


Better shoes for less money 


Jersey City, N. J. 


Endicott, N. Y. 


Complete stocks carried in warehouses in 
the above cities to make quick deliveries 


St. Louis, Mo. 
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SHOE TRAVELER NEWS 


Edited by Helen M. Haney, Associate Editor 


N.S.T.A. to Hold 15th Annual 


Meet, Chicago, Jan. 5-6, 1925 


E fifteenth annual convention 
of the National Shoe Travelers’ 
Association will be held at the 
Hotel Sherman, Chicago, Jan. 5 and 
6, 1926. All day Tuesday and 
Wednesday business sessions will be 
held, the convention ending with a 
banquet on Jan. 6 at the Sherman. 
The Chicago Shoe Travelers’ Asso- 
ciation, Simon Ruwitch, president; 
Dave Davis, vice-president, and 
Charles L. Heilbrun, secretary-treas- 
urer, and special committees will be 
the hosts and are already making 
plans to make this the best “get- 
together” ever. One of the chief 
reasons for putting so much effort 
back of this convention and banquet 
is because this marks the fifteenth 
annual meet of the N. S. T. A. 

The National Shoe Travelers’ As- 
sociation was “born” in Boston in 
June, 1911, with John E. O’Brien as 
its first president; A. H. Hopkins, 
vice-president; F. W. Stanton, secre- 
tary, and the late S. A. McOmber, 
treasurer. The new “federation” 
comprised at that time the Chicago 
Association, the Boot and Shoe 
Travelers’ Association of New York 
and the Boston Shoe Travelers’ As- 
sociation. Consequently, the first 
three founders of the National are 
most desirous of “putting things 
over” just right on their fifteenth 
birthday. 

To the banquet at the Hotel Sher- 
man on Jan. 6 will also be invited 
the members of all branches of the 
shoe fraternity attending the N. S. 
R. A. convention of Jan. 7 to 9, who 
are planning to arrive in Chicago 
“the night before the N. S. R. A. 
“get-together.” 

The N. S. T. A. has shown real 
progress in the full sense of the 
term since its inception. From a 
little “colony” of three associations, 
affiliated societies have grown to 
twenty-five locals covering a wide 
area of the country. These locals 
are ever acting as “membership 





committees” to aid the National 
membership chairman in his work 
of more members and more locals 
composed of shoe travelers. 

Much real progress has _ been 
shown in trade cooperation with 
manufacturers and the other 
branches of the trade. Through 
the work of the National Shoe 
Travelers’ Association a closer re- 
lationship has been established be- 
tween manufacturer, shoe traveler 
and shoe merchant. And letters of 
indorsement from the National Boot 
and Shoe Manufacturers’ Associa- 
tion and the National Shoe Re- 
tailers’ Association prove that this 
cooperation is appreciated. A dif- 
ferent state of affairs existed in 
1911. a 

Through the good work of Past 
President Joseph P. Byrne shoe 
travelers are allowed to deduct cost 
of traveling, including meals and 
rooms, from their income tax re- 
turns. 





George W. Gorman. He covers 
Michigan with the line of the 
Freeman-Beddow Shoe Co. 


The N. 8S. T. A. code of ethics, 
formulated by the Southwestern 
Shoe Travelers’ Association and 
adopted at the Boston convention of 
1925, shows the high caliber of the 
men composing the membership of 
the N. 8. T. A. To be a member of 
the N. S. T. A. means that the 
honest, efficient shoe traveler is 
protected in the settlement of just 
claims arising from held-back com- 
missions, violation of contracts, 
claims against railroads for lost 
baggage, and for poor service at 
hotels. 

Another element of help to the 
N. S. T. A. member is the fact that 
when the membership card is pre- 
sented at hotels or at stores the 
identity of the shoe traveler is at 
once established and checks are the 
more readily cashed. A brief sum- 
mary of what the N. S. T. A. has 
accomplished in the past fifteen 
years is published on another page. 

And now every N. S. T. A. officer, 
from President James L. Scanlon all 
along down the line, is urging a big 
attendance at the Chicago conven- 
tion. Railroad rates are reduced— 
with rebate certificate privileges— 
certificates to be asked for at the 
time of buying the ticket. And those 
who come are assured of attending 
one of the biggest and best events 
in “shoedom.” The fact that the St. 
Louis Pageant of Footwear Fashions 
is held on Jan. 4 to 6 makes it pos- 
sible for shoe travelers to swing 
around the convention circuit in 
time to participate in the fifteenth 
annual Chicago N. S. T. A. “meet” 
at Chicago. 


G. W. Gorman with Free- 


man-Beddow 


“Way back yonder,” when the 
Pingree & Smith Shoe Company and 
the H. S. Robinson & Burtinshaw 
Company of Detroit were big factors 
in the shoe industry, two young 
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For the new season beginning about January 15,1926, a western manu- 
facturer of Men’s Dress Shoes wants fifteen LIVE MEN for fifteen 
important territories. Unless you have a record of successful road sell- 


ing, please do not apply. 


Territory No. 1. Ohio and West Pennsylvania. 
Territory No. 2. Michigan and Northern Indiana. 
Territory No. 3. Virginia, West Virginia and Maryland 
Territory No. 4. Georgia and Florida. 

Territory No. 5. Mississippi and Alabama. 

Territory No. 6. Oklahoma and Kansas. 

Territory No. 7. East and Central Texas. 

Territory No. 8. Washington and Oregon. 

Territory No. 9. West Texas, Arizona and New Mexico. 
Territory No. 10. Iowa and Nebraska. 

Territory No. 11. Wisconsin and East Minnesota. 
Territory No. 12. West Minnesota and North and Sout Dakota. 
Territory No. 13. Arkansas and Louisiana. 

Territory No. 14. City of St. Louis and Environs. 
Territory No. 15. City of Chicago and Environs. 


The line consists of MEN’S DRESS WELTS, $5.00 retail, made all leather 
construction; Calf Skins and Kid Skins, snappy styles, up-to-the-minute lasts—and a 
brand new proposition, interesting alike to buyer and seller. It is not enough to 
SELL and SHIP your shoes to the retailer; you must SHOW HIM how to move 
them out of his store, and make room for more. Any sort of a salesman with anv 
old method can get a FIRST ORDER. Profits arise from REPEAT ORDERS. 
The plan of this manufacturer makes PERMANENT customers. 


The rate of commissions is the highest. Are you interested? Answer quick, with 
full list of references and a complete record of past performances, to Bowen, care of 


Boot and Shoe Recorder, 1627 Locust St., St. Louis, Mo. 


When writing to advertisers. please mention Boot anp SHOE RECORDER 
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friends started working for them to 
learn the business. The young men 
were George Gorman and Jack 
Beddow. 

After working for a time in the 
factory George branched out into 
the selling end, starting first with the 
H. S. Robinson & Burtinshaw Com- 
pany in Michigan where he remained 
until they retired from business. He 
then went with the H. C. Godman 
Company of Columbus, and for the 
past twenty-two years has been one 
of their leading salesmen traveling 
in Missouri and Illinois; for the past 
eighteen years in Michigan. 

In the meantime Jack continued 
in the making end and gained rapid 
recognition as an excellent shoe- 
maker. Now, after twenty-five years, 
the two old friends are together 
again, Mr. Gorman having resigned 
his position with the H. C. Godman 
Company to take the Freeman-Bed- 
dow line into Michigan where he will 
continue to call on his old friends. 





W. B. Smyth. He covers the Caro- 
linas, Georgia and Alabama for 
the Wohl Shoe Co. 


Smyth with Wohl 


W. B. Smyth, one of “the old 
school” salesman represents the Wohl 
Shoe Co. of St. Louis. Mr. Smyth 
has been in the “shoe game” for a 
great many years. He covers the 
Carolinas, Georgia and Alabama. 
His company reports that W. B. is 
selling “fast style, quick movers,” 
for immediate delivery. 


“Tim” Keleher with Derry 

“Tim” Keleher covers the volume 
tradé of the country for the Derry 
Shoe Co. “Tim” has a host of 
friends among the mail order houses 
and chain store trade. 











Has Accomplished 


It has brought together the 
representative shoe traveling 
salesmen in the United States 
—has helped to bring a closer 
relationship and understand- 
ing between hotels and sales- 
men—has brought a better and 
closer understanding between 
employers of salesmen and 
salesmen. 

It has helped to increase 
commissions and guarantees 
for salesmen and has settled 
claims through arbitration. 

It has been instrumental in 
placing hundreds of salesmen 
in good positions. 

It is one of the greatest 
clearing houses of any indus- 
try in the United States. 

It has been active in legisla- 
tive matters as Interchange- 
able Mileage, Surcharge on 
Pullmans, absentee voting, ex- 
emptions for traveling ex- 
penses in Income Tax Re- 
turns; has prevented unjust 
laws on taxation of salesmen, 
has helped to prevent the pas- 
sage of discriminatory laws 
such as: The Shoe Tag Bill, 
Pure Leather Bill, Increased 
Tariff on Hides, etc. 

It is on the Board of the 
Joint Associations of manu- 
facturers, retailers, tanners 
and other factors in the shoe 
and leather industry. 

It is in close cooperation 
with the many trade journals 
of the country. 

It is used by manufacturers 
as a clearing house for reports 
on salesmen; also is used by 
salesmen as a clearing house 
on employers of salesmen. 

As every man owes some 
time and some of his money 
to the industry to which he 
belongs, he should, at least, 
cooperate by affiliation. 

Practically, every trade in 
the country has its own or- 
ganization, why should not 
the traveling men? 

It is necessary that there 
should be one place for the 
taking care of the welfare of 
the salesmen. This is well at- 
tended to through the organi- 
zation, N.S. T. A. 





The secret of success isn’t com- 
mon gossip.—Boston Transcript. 
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| What the N. S. T. A. 


E. P. Reed Holds Style Meet 


W. D. F. Gibson,- style director, 
director, salesmanagér.. and  vice- 
president of the E. P. Reed & Co., 
Rochester and his assistant, -Mr. 
Burke, recently called the salesforce 
together for their annual fall style 
conference, at the sample room of 
E. P. Reed & Co., Marbridge Build- 
ing, New York. President Oliver E. 
DeRidder, Secretary Lester H. Reed, 
and Julius Marocco, were present and 
the following salesmen: Ralph H. 
Stadeker of Chicago; “Jack Bates of 
Minneapolis; H. B. Covington of 
Louisville; Frank Klofath of Chi- 
cago, Jim Alexander, of Atlanta; 
Bert B. Davis of Philadelphia; P. J. 
Watson, Harry Silverstein and E. J. 
Cray, of New York; E. H. Muse and 
E. H. Voigt, of Texas; Frank H. 
Arnold, of Dayton; Fred Chesbrough 
of Toledo; Don J. Rickard, of Los 
Angeles; W. R. Smith of Des Moines; 
Gene Connor, of Rochester. 





W. D. F. Gibson, style director, 

director, salesmanager and vice- 

president of E. P. Reed & Co., 
Rochester, N. Y. 


Lunney “Back on the Job” 


James G. Lunney is “back on the 
job” once more. For some months, 
he has had a serious illness that made 
it necessary for him to give up call- 
ing on his many friend-customers in 
“The Old Bay State,” “Little Rhody” 
and “The Nutmeg State.” He has 
also been obliged to “pass up” the 
college football games—which he has 
attended regularly for several years. 
“Smiling Jim” is the way the trade 
refers to him. He travels for the 
Cambridge Rubber Co. and has been 
kept busy ever since his return to his 
territory taking orders for immedi- 
ate and 1926 deliveries. 









































































Ralph H. Stadeker of Chicago, 
sales representative of E. P. 
Reed & Co. 


Capen Brown Is Dead 


Capen Brown, an old-time New 
England salesman, is dead. He had 
given up the road some time ago, and 
for the past eleven years had been 
house salesman for Wise & Cooper 
Co. of Auburn, Me., with Boston 
office at 166 Essex Street. Before 
that, he sold a line of findings on the 
road for a number of years. His 
death occurred suddenly, on Oct 19 
as he was changing from the train 
coming from his summer -home at 
Second Cliff, Scituate, Mass., to an- 
other train at the South Station for 
his winter, Brookline, residence. 

Mr. Brown had a wide circle of 
friends. by whom he was much re- 
spected and esteemed. A typical 
New Englander—born in the Old 
Colony District town of Stoughton, 
Mass. It was there that he learned 
the shoe business. As a young man, 
he had been active as a_ baseball 
player and he followed with interest, 
in his later years, the big league 
games. He was also an expert 
billiard player. His firm and brother 
salesmen, especially those at 166 
Essex Street, miss him greatly. Mr. 
Brown was 78 years old. He leaves 
a widow. 


William King Stebbins 
Is Dead 


William King Stebbins, veteran 
salesman of the Heywood Boot and 
Shoe Co., Worcester, Mass., is dead. 
The fatal summons came on Nov. 4. 
Mr. Stebbins was born in 1859 at- 


Monson, Mass. He entered the em- 
ploy of the Heywood Boot and Shoe 
Co. in 1859 and represented that 
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company continuously since that 
time. During the last 20 years, he 
was in charge of the New York office. 
Prior to that, he covered at differ- 
ent times New England and New 
York State, Indiana, Illinois, Michi- 
gan and the Northwest. 

“Steb,” as he was called by his 
friends, was possessed of a most 
genial personality and had all the 
attributes of a successful salesman. 
The principles which he followed in 
his approaching and dealing with his 
trade were such as will be found in 
the modern books of salesmanship, 
although they did not exist in printed 
form during his road days. 

He made so many good and lasting 
friends when he traveled that they 








Schoell Says Colors 
for Spring 


William F. Schoell, secre- 
tary-treasurer of the Phila- 
delphia Shoe Travelers’ Asso- 
ciation, reports that the trade 
is looking to colors for spring. 
The public is somewhat tired 
of black shoes and the trade 
is due for a colorful season. 
Blondes and browns will pre- 
dominate, though it is difficult 
at this stage to predict just 
what shades will be most 
active. There will also be 
some business in grays. Pat- 
terns for the most part will be 
Colonials with buckles and 
one-strap _ effects. Patent 
leather is selling well. The 
style tendency for spring will 
be toward plain, colorful pat- 
terns with strap effects very 
prominent. Prices show no 
changes. 

















kept up a correspondence with him 
after his territory was changed. 

William King Stebbins’ passing 
on is a cause of much sorrow to his 
house and to an extensive shoe trade 
clientele. To have known William 
King Stebbins was to love him. His 
memory will long be cherished 
throughout “shoedom.” 


Golden Gate Boys “On 
the Job” 


When the California Shoe Retail- 
ers Association holds.its next annual 
“get-together,” at San Francisco, 
June 7-9, the traveling shoe salesmen 
of the Pacific Coast will be “right 
there with the goods.” The dates of 
June 7-9 depend upon whether or not 
the St. Francis Hotel can accommo- 
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date the convention on those dates. 
The “Golden Gate” have been invited 
to participate in this convention and 
three or four floors of the St. Francis 
Hotel will be reserved for their dis- 
plays. As before, there will be a 
certain time allotted for inspection 
of samples, so that the routine of 
the business of the convention will 
not be disturbed and at the same 
time, the salesmen will have ample 
opportunity to show their lines. 


Iowa National Meet Dec. 5 


The Iowa National Shoe Travel- 
ers Association will hold a special 
meeting at the Hotel Fort Des 
Moines, Des Moines, Iowa, at a 1 
o’clock luncheon on Saturday, Dec. 5, 
to appoint a new secretary-treasurer. 
A. C. Robertson, who formerly held 
that office, has resigned, having 
changed lines and now traveling 
outside of Iowa. 

Every shoe traveler who happens 
to be in Des Moines is cordially in- 
vited to attend this luncheon and 
meeting. 


Miller Reports Good Trade 


Charles O. Miller is one of the 
“live-wire” salesmen for the London 
Shoe Co. He covers the big cities 
from Boston to Detroit. He has been 
away from the Brockton factory only 
a few weeks and reports that busi- 
ness is so good that his trade has 
kept him “on the jump” “booking 
’em” for the London line. 

Mr. Miller has “made” this terri- 
tory. for many years. He is a big 
favorite with the trade, because they 
regard him as a _ merchandising 
counselor. 


William F. Schoell, secretary- 
treasurer of the Philadelphia 
Shoe Travelers’ Association 
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SHOE STORE SERVICE SECTION 


Devoted to Findings, Fixtures and the Proper Display of Merchandise 


Sell Shoe Service for Christmas 


By A. V. Fingulin 





Editor Shoe Repair Service and Assistant Secretary-Director National Leather & Shoe 


EMEMBER the Spug?—Along 
R about Christmas time each 
year you would see him walk- 
ing around with a little button in the 
lapel of his coat on which button 
appeared the words: “I am a Spug.” 
A “spug” was a member of the 
S-P-U-G, the Society for the 


Finders Association 


he was selling, he would say to him- 
self something like this: “Oh, well, 
what’s the use, people must wear 
shoes anyway, and if they need them 
they’ve got to come to a shoe store. 
And if they want felt slippers or 
anything like that, they know I carry 


them.” Maybe those people do and 
maybe they don’t. 

But that isn’t altogether the point. 
Suppose those shoe dealers had re- 
membered that they were not selling 
shoes (just so much leather, thread, 
nails, rubber and cement at so much 
per), but that they were really 
selling what those shoes would 











Prevention of Useless Giving. 





There was some objection to 
the “Useless” in that name, 
because to some people it 
seemed to suggest that all 
giving was useless, and took 
away from Christmas that 
happiness which comes with 
exchanging gifts. Perhaps it 
would have been better had 
the initials been “S.-P. G.” to 
represent the “Society for 
Practical Giving.” For, after 
all, that was the real intent 
of the movement—to get peo- 
ple into the habit of giving 
more usable things instead of 
a lot of miscellaneous du-dabs, 
which jim-cracks usually 
found their way into the ash 
barrel not so very long after 
the Christmas tree began to 





Recorder Merchandising 
Calendar for 


December 1-12 

In December you have a world of com- 
petition outside the shoe trade. Every drug- 
gist, jeweler, clothier, house furnisher, con- 
fectioner, hardware store and’ what not is 
The shoe store 
makes an appeal with slippers principally. 
The shopper seeking a gift of higher value- 
riced items, while a 
timely suggestion would likely result in the 
sale of a gift box containing slippers, shoe 
Sweeten these 
assortments with hosiery and galoshes, and 
you’re able to put up a good practical gift 
box for whatever the buyer wants to spend. 
Display some definite assortments, with gift 


out after the gift business. 
will think of higher 


ornaments, dressings, trees. 


boxes, at popular prices. 


Order display materials to be used after 
(See article in this section en- 
titled: “Ideas To Speed Up Sales After 


Christmas. 


December 


do, in other words shoe ser- 
vice. And let us do a little 
more supposing. If they had 
that correct attitude toward 
those shoes, suppose they had 
also given a little thought to 
those things which would help 
to keep a good shoe good; in 
other words, those articles 
which “service” a shoe? 

Had they done that, then 
they would today be doing 
what merchants in other lines 
are doing at Christmas. Peo- 
ple are giving combinations of 
tooth paste and tooth brushes 
as Christmas gifts; men are 
being presented with razor 
blades and combs; the fair sex 
exchanges compacts and pow- 
der puffs; and I could go on. 








shed its needles. = wom - Somebody is selling those 
But enough of this discus- wer o a Mia with beotha things and making a profit 
sing the name, for in spite of ulin ae. oe oe p Dag oon wn while doing so. If it’s worth a 


that name the movement “got 
on,” and started people think- 
ing in the right direction. 
Why? One big reason was 
the regularity and frequency 
with which that “Spug” ap- 
peared in the advertising of 
stores of all kinds. But just a 
moment, in the advertising of 
all kinds of stores except shoe. 
stores. If it did appear in 
the shoe dealer’s ads it was 
in so few of them that it was 
scarcely noticed. 

Let us again ask, “why?” 

Because of the average shoe 
dealer’s attitude toward his 
place in the general scheme of 
things and toward the articles 





gift certificates, show these up prominently. 
Use liberal advertising space now. Instruct 
the salespeople to push the lines that are 


running low. 


December 19-24 


As far as 


quickly familiarize themselves. 


“regular” should handle the customer. 


It’s not so easy now to*keep the store 
neat and clean, but there’s no time when 
this is more importart. Floor, shelves and 
tables should be kept as spruce as possible. 
December 26-31 
Remove all mention of Christmas from 


window and interior displays. 
Put ona S 
Year End Sa 


next week, make it a Pre-Inventory Sale. 





ossible, assign extra sales- 
people to stocks with which they can most 
Where it 
is apparent that a close knowledge of the 
stock and careful fitting will be required, a 


rts Week, Galosh Week or 
r, if you take stock the 


merchant’s while to sell pow- 
der and puffs at Christmas 
then’ why should the shoe 
dealer neglect polishes, shoe 
laces, shoe trees, etc., articles 
which often pay an even 
better profit than those things 
mentioned before as being 
sold by merchants in other 
lines? 

The brutal truth of the mat- 
ter is that the shoe dealer 
along about Christmas time 
“stands on the _ sidewalk 
watching the parade go by.” 

A shine on a woman’s nose 
may call for a powder puff as 
first aid, but a shine on her 
shoes needs a good shoe brush 


[CONTINUED ON PAGE 119] 
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Slippers 


Figure 1—Booths like this for Christmas displays are very easily con- 
structed and give gift goods their proper “place in the sun” 


Last Minute Hints for Your 


Christmas Decorations 


cause business now is rolling into 

the store more freely than earlier 
in the season there is nothing to be 
gained from extra exertions and 
special plans for getting more. 
Every effort to get business when 
the public is in a buying mood is re- 
warded with additional business, 
more sales and more profits. 

The shoe merchant can profit by 
the methods followed by merchants 
in other lines of business. The 
haberdasher offers as a_ suitable 
Christmas gift a combination pack- 
age of suspenders, armlets and 
garters. These are not usually pur- 
chased at the same time by cus- 
tomers, yet at Christmas there are 
hundreds of thousands of these sets 
sold. Druggists prepare special 
combination packages of perfumes, 
soaps and toilet articles and these 
sell in large numbers. Other lines 
of business have these combination 
packages that have an immense sale. 
Why cannot the shoe merchant de- 
vise packages of this nature and 
make it easier for people to select 


I: must not be thought that be- 


By A. E. EDGAR 


gifts? Such combinations are easy 
to make up. Slippers and hosiery 
together will make an attractive 
package. Hosiery and buckles are 
another combination that will re- 
ceive favor from customers. Eve- 
ning slippers and hosiery to con- 
trast, with garters to match the 
slippers, are another good combina- 
tion. The shoe merchant helps the 
customer to settle upon a gift with 
greater ease by offering these com- 
binations, and at the same time 
makes additional sales and extra 
profits for himself. 

The secret of the success of sell- 
ing such combinations lies in two 
things. First, the type of package, 
which must be attractive in itself. 
Special boxing with the usual at- 
tractive Christmas features is a 
necessary adjunct to the sale of 
such combination packages. Second, 
the articles forming the combination. 
Some of the articles that may be 
combined in the one package have 
been suggested; others will readily 
come to the mind of the merchant. 


There is only one essential in the 
combination package, and that is 
that it appear to be what it pur- 
ports to be, a real Christmas pack- 
age. The Christmas box in which 
they are placed helps materially to 
give this impression of suitability to 
the customer. Many a man will pur- 
chase a package containing hosiery 
and other footwear for his wife who 
would not purchase either alone. 
Customers may come into the store 
with the idea of purchasing hosiery 
alone, and seeing the package will 
purchase the additional article to 
secure the Christmas package. 

To make these packages of 
greater appeal it is advised that sev- 
eral combinations of colors and arti- 
cles be prepared, and that in show- 
ing them the salesmen be instructed 
to explain that the colors can be 
selected to suit the purchaser, and 
in the case of either hosiery or foot- 
wear that they are exchangeable if 
not the right size. 

The shoe merchant will find it 
worth while to secure a variety of 
Christmas boxes and to make a num- 
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ber of combinations of 
this character a feature 


ground. The decorations 
are of a character that 





of the “last minute” sell- 
ing of Christmas gifts in 


THE SEASONS GREETINGS 


can be obtained locally 
with little trouble. Fiber 





his store. 

It will be found a very 
profitable thing to have 
an interior arrangement 
of the store that will sug- 
gest that the store is 
really specializing in 
Christmas gifts. The 
booth within the store 
has a great influence on 
sales. It helps to gather 
crowds around the coun- 
ters of the booth, and 
where crowds are at 























roping and Christmas 
bells, holly wreaths and 
red ribbons are usually 
to be obtained anywhere. 
The Christmas tree in the 
center is the chief attrac- 
tion. This may be a real 
Christmas tree trimmed 
with ornaments and 
tinsel and lighted with 
electric lights at night. 
If the window is too small 
for this, or it does not 
seem desirable to use a 








Christmas there is usu- 


PAAR ARAYA 7 TY Wn 


real tree, a cut-out of 





ally a greater freedom in ~~ 


purchasing. In Fig. 1 a 





boards or wallboard may 
be used instead. This 








very simple booth for 
Christmas slippers is il- 
lustrated. This can be 
put up in two or three 
hours and will prove a magnet to 
customers. 

The counter is made up of wooden 
boxes, tables or a counter. This is 
to be covered with green and red 
crepe paper or other materials. Two 
uprights at the ends support the 
Christmas decorations on the cross- 
piece above the counter. A wide 
board will serve for the crosspiece. 
It may be covered with crepe paper 
or cloth. The decorations are sim- 
ple. Christmas greens are sug- 
gested as a decoratior around the 
border, a holly wreath for the center, 
within which a smiling Santa Claus 
may be shown. Christmas bells are 
hung at the corners, and if the 
Santa Claus mask is* not available 
bells may be hung within the 
wreath. The counter is trimmed 
with festoons of fiber rope. As 
practically all of these materials are 
obtainable at ten cent stores and 
stationery stores, excepting the lum- 
ber, which is often to be found in 
the basement of the store, this is a 
booth that any merchant can get 
together at the last minute. The 
earlier it is erected in December the 
more beneficial it will prove, but 
even for a couple of weeks before 
Christmas it will be well worth 
while. It will be noted that the 
booth may be erected in front of the 
slipper shelving, leaving room 
enough behind it for the salesmen to 
work easily. Samples of the slip- 
pers should be displayed on the 
counter with the prices plainly 
marked so that the customer may se- 
lect her style and quality in as little 
time as possible. Stock may be car- 
ried beneath the counter as well as 
on the shelves. 

A hosiery booth may be erected 


Figure 2—For a quick window trim, a real tree may 
be used, or one cut from cardboard. Trim it with gifts 


and ornaments 


along the same lines, where a hosiery 
department affords the facilities for 
handling hosiery in this way. It is 
necessary that an attendant be at 
the booth practically all the time, 
and that may mean that an extra 
salesman or girl will have to be 
provided unless there is one em- 
ployed for the department all the 
time. 

A “last minute” window display 
setting is suggested in Fig. 2. This 
setting contains many of the sym- 
bols of Christmas that attract at- 
tention. The desirability of ex- 
pressing to the public the good will 
of the store is carried out in the 
banner across the top of the back- 


















































Figure 8—Anyone can make this 

panel in jig time. The frame is 

cut from boards, the candles 
from cardboard tubes 


should be painted green 
or covered with green 
paper. A few Christmas 
tree decorations should 
be hung with the things the store 
has for sale. The real value of the 
idea lies in popularizing the shoe 
store as a Christmas gift center. 
This can the more easily be done if 
the Christmas tree is trimmed with 
gifts of footwear and accessories as 
indicated in the* sketch. 

Another very simple Christmas 
decoration for last minute prepara- 
tion is illustrated in Fig. 3. A frame 
is built of boards and painted green. 
A cardboard or other panel is 
affixed at the rear of the frame in 
red. The candles may be made of 
tubes of cardboard, or they may be 
cut out of white cardboard. A glance 
at the illustration will furnish all 
the instruction necessary for pre- 
paring this decoration. 

Showcards should be used plenti- 
fully in the Christmas displays and 
throughout the interior. These 
should be illustrated with the bright 
colors of Christmas and with sym- 
bols of this event. Many of these 
ean be cut out of Christmas post- 
cards and pasted on the showcards. 
Holiday postals are also a source of 
inspiration for enlargements for 
larger cards. 

In addition, it is wise to make the 
proper selection of merchandise for 
your windows. Use your best-look- 
ing shoes and play up buckles, orna- 
ments, hosiery and other accessories. 


Several more elaborate themes 
for Christmas decorating were 
described in the Boot AND SHOE 
Recorver of Oct. 31. 
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Dress Up Your 
Holiday Windows 


Cheerful Christmas Decorations 
Make Friends for You and 
- Mean Greater Sales 


By JosEpH SCHACK 


HE greatest asset a merchant 
| has is his windows, for the 
strongest selling appeal is 
through the eye. Show window dis- 
plays are the point of contact with 
the public, and they actually show 
the customer what you have to offer 
so that he buys with confidence be- 
cause he wants to. 

Attractive Christmas displays be- 
gin to make their appearance the last 
week in November. Merchants 
realize more and more that it pays 
to start the ball a-rolling early so 
that they can crowd just that many 
more sales to the credit of Christmas 
business. 

Early Christmas decorations in 
your window lend themselves to dis- 
plays that develop interest and in- 
tensive desire to the point of buying. 
They bring business and make more 
sales—but they must attract and 
compel attention. 

The mere fact that you have mer- 
chandise and display it in your win- 
dows will not suffice. There must 


be some sort of decoration or clever 
twist to the background treatment 
that puts the finishing touch tg the 
display and makes the merchandise 
stand out more strongly. 

It is conceded by all merchants 
that artificial flowers combined with 
some decorative design in the way 
of a special background setting does 
increase the selling power of a dis- 
play. 

For the Christmas season the 
judicious use of holly sprays and 
poinsettias, willow wood fiber rop- 
ing, decorative units, scenic panels, 
attractive floral set pieces is sure to 
put the human interest touch to a 
display that will compel attention, 
create desire and make sales. 

Below is shown a novel decorative 
unit, which may be used as a center 
piece in the window; by placing 
this unit along the cornice line of 
the window background you add the 
Christmas atmosphere to the display 
that will attract attention. 

This unit consists of a erescent 
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shape wreath painted white and cov- 
ered with artificial snow. The open- 
ing in the wreath is backed up with 
a wallboard panel painted blue and 
decorated with silver metallic rays 
and star. The floral decorations 
consist of red cloth poinsettias and 
green holly sprays finished off with 
drapes of red one-inch willow roping. 
The wreath center is 32 inches in 
diameter and the length of the unit 
is 9 feet. 

Illustrated above is a new wreath 
arrangement which makes an inter- 
esting decoration for the window. 
The wreath is 24 inches in diameter, 
consisting of a papier maché half- 
wreath form .covered with one-inch 
red roping. The opening in the 
wreath is backed up with a white 
panel covered with artificial snow, 
which gives a glittering effect; and 
the jolly, smiling face of Santa Claus 
done in natural colors is papier 
maché in half-relief. The decora- 
tions consist of red poinsettia and 
green holly sprays. 
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we have the finest front money could have bought. 


This expression is a part of the testimonial letter to 
the left. It came unsolicited. 


The striking contrast with other fronts in the com- 
munity make it outstanding—easily recognized. 


STORE FRONTS 


contain these features. They are sales producers. 





The 
KAWNEER 


Let us send you this 
Company 


book suggesting a store 
front for your particular 
line of business—IT IS 
FREF 


3113 N. Front St 
Niles, Mich 


Send me “Suggestions)§j 
for Your Store”. 


NAME 


ADDRESS 





We Are Proud Of It/ 


>> 


@ 
From the little plant pictured at the 4/3 store front of beauty and lasting 
left Kawneer has grown tothe large 1 05 strength. It is constructed to hold 
institution shown above. Mr.Plym, plate glass in show windows safely 
the inventor and owner, perfected a _andsecurely inaspring-like resilient grip. 


The wide spread recog- i O A Store Fronts, has re- 
nition by merchants every- D ¥ sulted in the building 
where of the increased sales power oof the largest factory in the world 
given their show windows by Kawnzer producing metal store fronts. 


See KAWNEER — 

T Over a quarter 
Store Front ‘ by! = q 
illustrated on | a of a million in 


; \ IH twenty years 
preceding page rman oe yy 
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BUY A FEW SECTIONS— ADD MORE LATER 


An investment in better shoe store equipment 
can be started with a very small amount. New 
Way Sectional shoe shelving can be purchased 
section by section in any amount desired. 
Of standardized construction and beautifully 
tinished, it is offered at an unusual low price 
made possible only through our tremendous 
production schedule. 


Ask for detailed information and prices or request our represente 


Occasional investments will scarcely be 
noticed, yet in a comparatively short time 
the store can be completely transformed as 
quickly as increased profits warrant. 


Our Store Planning Division wiil gladly 
assist you in visualizing the future picture 
so that each purchase may be a further step 
towards the ideal. 


ative in 


your community to call. A request or interview entails no further obligation. 


GRAND RAPIDS SHOW CASE COMPANY 


World’s LargeSt Designers and Manufadurers of complete Store Equipment 


FACTORIES: 


GRAND RAPIDS, MICHIGAN - 
OFFICES IN MOST PRINCIPAL CITIES 


NEW YORK CITY 


PORTLAND, OREGON 
CONSULT TELEPHONE DIRECTORY 








( CWvraw NY ON RY NY 
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You Can Make Them BUY 
By Telling Them WHY 


Your windows are the guideposts of SUCCESSFUL RETAILING of 
footwear. 






Keep your windows up-to-the-minute and alive with real selling news 


and argument with the RECORDER’S WINDOW SHOW CARD 
SERVICE. 


Complete—efficient and inexpensive. 


A window without show cards is dumb. 


SEND IN THE COUPON 




















What the Service Consists of 


With your order: Eight handsome display mat frames with your store name 





COUPON 


Recorder Show Card Service, hand lettered. Four large 8” x14” and four small 6” x 12”. You have a choice 
Calon tn Myst Haters 8. of two colors—silver grey and mottled brown. A generous assortment of 
blank price tickets to match the cards. Also special pen holder with pens 


Please enter our ord for the ° : : F ° : ° 
REOORDBR SHOW GARD SERVION and ink with instructions on lettering price tickets. 


for one year from this date. We agree 


em you $4.00 per month for this Every month: Sixteen hand designed card in- 
: serts to slip into the mat board frames with a 
We carry Men's Women’s and Chil- generous supply of blank price tickets to match ef 


dren’s Sh d Hosiery. ; : - . 
andi bincadiadiabeas the cards with complete instructions for getting 


(Cross out lines not carried) the most benefit from the service, also selling 
We prefer the (Brown) (Grey) Mat helps, etc. 
board frames. 


BE Bees 0 copecincns Secitirs S Chard ut orannenter PER MONTH 


Letter our name on the mats as per 
copy attached to this coupon. 


ee OT, Te Le Be ere & The Recorder Show Card Service 


CMY wccccccccccccccevccccccccccveeee Room 607, 189 West Madison Street 
CHICAGO “ oe “ ee ILLINOIS 
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A Simple System at Last! 


for 


Accurate Shoe Store Bookkeeping 


EVERY DETAIL 
OF YOUR BUSINESS 


ON ONE PAGE 


Good for Four Years 


15% 


The Recorder Faultless Simplex System 


After years of experiment and effort 
we have at last developed what we be- 
lieve is the most simple bookkeeping 
system yet offered to shoe merchants. 


Every detail of the day’s business lies 
before you on a single page. 


Income tax records quickly taken off 
and verified. 


Buying and selling information can he 
had at a glance. 


No previous bookkeeping experience is 
needed to keep the records complete. 


A complete protection against the er- 


rors in business that cost you money 
every year. 


The Western Service Dept. 


BOOT AND SHOE RECORDER 


189 W. Madison St. 


CHICAGO ILLINOIS 


Carefully kept, it will give you a con- 
stant check on every detail of your 
business. 


Printed on the best ledger stock, in- 
dexed for your convenience 


The book is good for FOUR YEARS’ 
recording of your business. A cost of 
only $3.75 per year. 


Gives you quickly and accurately: 
Your cost of doing business 
Stock investment 
Turnover 
Profit 
Tax Liability 


Complete figures for bank loans 
or fire losses. 


Boot and Shoe Recorder, 
189 West Madison St., Chicago, Il. 


Please mail me on approval your Faultless Simplex System. I 
agree to return same within ten days if not satisfied—or you can 
send me your bill for $15.00 and I will send check. 
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Ideas to Speed Up Your Sales 
After Christmas 


Timely Window Trims and Display Suggestions 


OR the week between Christ- 

mas and New Year’s the shoe 

merchant should plan some 
little selling event, such as a “sports 
sale,” a “rubber sale” or perhaps, a 
“formal evening footwear” event. 
Unless something is staged specially 
for this time the week will fall as 
flat as a pancake. Sales will be few 
and far between, and practically all 
visitors to the store will be ex- 
changers. 

By planning some event to liven 
up this week the old year will go out 
with a cheerful smile to the mer- 
chant. In most localities the week 
after Christmas is in “the dead of 
winter.” Often this period is one 
of much snow. Under such circum- 
stances it is wise to stage a “Galosh 
Week,” with all kinds of rubbers on 
the side. The clearance sale period 
is just around the corner, and when 
that time comes people will expect 
galoshes at considerable reductions. 
Why not forestall the cearance sale 
a few days and give the people 
galoshes at a slight reduc*:on, which 
need not necessarily be as great as 
during a clearance sale period? 

Even if no cut in price seems ad- 
visable the Galosh Week can be made 
a success, but it takes a little more 
than saying “This is Galosh Week” 
on the part of the merchant. He 
must get his galoshes out on dis- 
play, both in the window and inside 
the store. In Fig. 1 we suggest a 
little realistic display that will create 
a great deal of comment and secure 
much attention. The floor of the 
window (or a part of it) is made to 
represent a snow covered field with 
a little lake in the foreground covered 
with ice. The panel back of the dis- 
play can be painted to represent a 
winter scene with much snow at 
the lower part of the picture. Then, 
with cotton batting for snow the 
floor may be covered to meet the 
snow in the picture, thus apparently 
forming a part of it. By banking 
the floor up in spots a rolling sur- 
face is obtained that is quite realistic. 

The ice is easily imitated. A sheet 
of glass laid flat over blue or green 
cambric and slightly powdered with 

















Fig. 1—For the week between 
Christmas and New Year's, a 
Sports Week or Galosh Week 
is a good attraction. A sign 
writer can paint a drop or back- 
ground on this order. A piece 
of glass covered with artificial 
snow makes a good ike 


artificial snow will give a good imita- 
tion of the real thing. Galoshes and 
rubbers sure then displayed on the 
snow. 

A Winter Sports window may be 
staged in the same setting. Skates, 
hockey sticks, skiis and other sport- 
ing implements will add to the attrac- 
tiveness of such a display. 


MMEDIATELY after the new 

Year the merchant will be plan- 
ning for his winter sales, whether he 
calls them clearance sales or some- 
thing else. Some merchants stage 
these sales immediately after the 
New Year. Others wait until Feb- 
ruary to hold the clearance. In either 
case it may be advisable to have sales 
of lesser kinds. In Fig. 2 we show 
a number of suggestions that have 
found favor with the trade and when 
carried out to completion are usually 
satisfactorily successful. 

There is much in the name given 
a sale. For instance, we all know the 
value of the “Clean Sweep Sale” con- 


cept to the public. They are accus- 
tomed to it. By including a few 
brooms in the display the sale is 
emphusized wonderfully. It seems to 
make it more real to the people 

A “Money Saving Sale” illustrat- 
ed by money-bags, and by real money 
in the display is another method of 
visualizing the savings that can be 
effected during the time of the sale. 
A Thrift Sale around Franklin’s 
birthday is very appropriate. 

The “Red Tag Sale,” or a tag of 
any color, will also reach the minds of 
the public with greater effectiveness 
than if the sale is merely called a 
“Sale.” Red tags can be used as 
show cards and price tickets, they 
can be hung about the store and give 
it the appearance of a sale that is 
necessary to make a sale successful. 


ENNANTS, diamond shaped 

cards and other similar forms of 
announcement are all effectual sym- 
bols of a sale. The more of these 
that are used the more effective the 
advertising becomes. With these a 
regular color scheme for the sale is 
made possible. This is always attrac- 
tive. If a Red Tag Sale is staged, all 
the tags should be red in color. If 
yellow pennants are used, all the 
cards and tickets should be yellow. 

The Clearance Sale will probably 
be the “big” sale of the winter. For 
this sale the store should be properly 
“dressed.” It should be turned into 
a sale emporium. Tables and racks 
of various kinds should be used to 
bring the footwear into public view. 
The more shoes placed on sale in this 
way the bigger the sale appears to 
the public, and their view of the 
sale matters a lot in the loosening 
up of their purse-strings. 

An easily constructed rack that 
can be made to cover the entire sides 
of the store or such sections as are 
desirable is illustrated in Fig. 3. 
Upright posts are placed at avail- 
able distances and attached to the 
floor by triangular blocks, and to 
the shelving at the top by means of 
guy-strips. Then strips of thin wood 
are nailed on the back and front 
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sides of the posts, the 


be in this heart shape. 








front strips a little lower 
than those at the back. 
Shoes are then displayed 
on these, the heels pre- 


CLEAN SWEEP 








venting them from slip- 
ping off the back strips, 
the toes supported on the 
front strips. Large price 
tickets are then nailed to 
the tops of the posts giv- 
ing the whole a very fine 
“sale” appearance. These 
racks are to be placed 
some two or three feet out 
from the shelving so that 





etre 


Think a little of the 
January business now and 
January business will be 
the better for it. 








Sell Shoe Service 
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RED 
TAG 


SALE 
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(CONT’D FROM PAGE 109) 


somewhere in the family. 
A smooth shaven face 
requires sharp razor 
blades, but neatly clad 
feet demand good shoes 
kept looking right with 
shoe trees. 








it will be possible for 
salesmen to get at the 
stock in the cartons. 

It is always advisable 
to be prepared for the future events. 
While in the midst of holiday selling 
the merchant has little time to plan 
his sale events, but what little can be 
done to prepare for them should be 
looked after. The materials for his 
racks can be prepared in advance as 
well as many of the price tickets and 
show cards. With these ready he 
can stage his sale in a hurry when 
he finds it expedient. 


HE window displays for a sale 

should not be elaborate, nor 
should the goods be “thrown” into 
the window without regard to their 
value as merchandise. In Fig. 4 is a 
little suggestion for a “Winter Clear- 
ance Sale.” The name suggests wintry 
effects. A few. pictures of winter, 
posters, ete., added to the usual back- 


Figure 2—For January sales—A few suggestions for sale 


names and styles of printed display 


ground decorations will help a lot to 
make the name stick in the minds of 
the people. The floor of the window 
may be covered with cotton batting 
and artificial snow for effect. 

It may be desirable to omit men- 
tion of “Clearance Sale” in connec- 
tion with the first sale event of the 
New Year. Why not a “Heart of 
the Season Sale”? In Fig. 5 is a 
suggestion that a large heart be used 
in the center of the window to attract 
attention. This is to have the name 
of the sale painted on it in large 
letters. The tops of the fixtures may 
also be covered with hearts, while 
the stands rest on heart shaped mats. 
The more hearts introduced into the 
displays and shown in the store the 
better the effect. Price tickets and 
all advertising possible should 
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Figure 4—Between the holidays 

and spring there may sev- 

eral sales. It is well to reserve 

the word “Clearance” for the 
last of these 


Why not start right 
now to tell that to the 
people? Why not devote a 
portion of your advertis- 
ing space to that message? Get out a 
little “Christmas Suggestion” list and 
put a copy of it in every package of 
shoes that go out of your store. If 
you maintain a mailing list, those on 
it will thank you with thanks in the 
shape of profits for helping them to 
answer the question: “Now, what 
shall I give so-and-so for Christ- 
mas?” 

Make up combination boxes of 
easily used black, tan and white shoe 
dressings; and include four pairs of 
shoe laces, one pair each of tan, 
and black laces for low shoes and a 
pair each of tan and black for high 
shoes. Put them into a neat Christ- 
mas box and the trick is turned. You 
now have a unit which appeals more 
quickly, is easy to sell and easy for 
the customer to carry. 












































Figure 5— “Heart of the Sea- 

son Sale” is good for just after 

the holidays. Shoe stand tops, 

mats, price tickets, etc., should 
be heart shaped 
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SEE the New AAA Shoe Tree 
Absolute 


Automatic 
Adjusting 


Absolutely AUTOMATIC as to widen- 
ing and lengthening—NO mechanical 
device or manipulation by hand. 


OIL-TEMPERED SPRINGS in both 
forepart and heel makes it automatic 
—just such springs as expand and 
contract many thousand times a day 
in your automobile engine. 


Lengthens and widens to. FILL OUT 
. widths and sizes, also all shapes of 
shoes. 


With the AAA-SHOE-TREE you can 
tree ALL SIZES AND WIDTHS OF 
SHOES with TWO SIZES in Men’s and 
TWO SIZES in Women’s. 








RESULT: Much Smaller Stock and Investment; Greater 
Turnover and Profits; Larger Sales because of SUPERI- 
ORITY, and SIMPLICITY and MERIT. 


WRITE and we will SEND YOU A PAIR of the AAA 
Shoe Trees if You Are a Responsible Merchant. 


BUFFALO LAST WORKS, Inc. 
Buffalo, N. Y. 


N. B.—Salesmen on Commission wanted. A fine side line. Bvery 
shoe store will place an order. 




















KEEPS SHOES Ten il 





ROTECTOR 
Hides irregularities of foot form, affords instant re- 
lief for bunions and large joints. Can be worninany 
style of shoe — outside or ppdes stocking. No larger 
size shoe required. Sold by shoe dealers, druggists 
and copertment stores for over 15 years. Over one- 
half million in use. Write for free trial offer. No pay 
| if no relief. State size of shoes and if for right or left. 


es Bae SEHER MANUFACTURING aS 


HIDES LARGE JOINTS 


Advertised for Over Fifteen Years 


For more than fifteen years, Fischer Pro- 
tectors have been consistently advertised in 
national magazines of large circulation. 
Every year more people are learning about 
them—over 25,000,000 readers are covered 
by Fischer advertising this year. 











Every day this advertising is sending cus- 
tomers to dealers in every state—customers 
that are ready to buy. They are trade that 
you might not reach with other merchandise. 


Keep Fischer Protectors constantly in stock. 
Display them where the public can see them. 
Your jobber can supply you on call. Write 
him or us. 


FISCHER MANUFACTURING CO. 





425 East Water Street 


November 28, 1925 











































Milwaukee, Wis. 








“The Best 

















When in New York 


LIVE RIGHT at the 
RIGHT PRICE! 


HE next time you visit New York, 
stop at the popular nee 
tinique. A modern, 
Son tp the very adleh ot ate 
ping, theatrical and business dis- 
tricts, the Hotel Martinique offers 
Without every convenience to the busy 


Extravagance” Visitor. 


The rates at the Hotel Martinique are 
as low as $2.50 per day. Club breakfast 
45c—delightful table d’hote dinner at 
$1.25. Special luncheons are also served 
at the most moderate prices possible. 


Investigate the extraordinary service 
and economy of the Hotel Martinique by 
stopping here on your next visit. 


A. E. SINGLETON, Res. Mgr. 


HOTEL MARTINIQUE 


Affiliated with Hotel McAlpin 


Broadway—32nd to 33rd Streets 
New York 





Be Prepared for 
the Hunting Season 




















Imported English 
Field Boots 
IN STOCK 


These English field boots 
are full leather lined, with 
stout first quality double 
sole, and have that cus- 
tom-made appearance and 
distinguished style. They 
are easy fitting and com- 
fortable, and are the prod- 
uct of workmen having 
behind them the traditions 
of generations of fine 
shoe making. 


No. B-2778 


$13.00 
Per Pair 


Cap or Pla 
Toe 


COLT-CROMWELL CO., Inc. 


596 BROADWAY 


NEW YORK, N. Y. 












When writing to advertisers please mention Boot anp SHOE RECORDER 








Cun s a SB amp y 








November 28, 1925 








Floor mirrors are conveniently arranged in 

There are 

also mirrors at the bottom of the wall cases 
shown at the sides of the picture 


the center of each row of chairs. 
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A skylight provides a flood of real sunshine 
for this front section of Harry’s. Note the 
trim arrangement of display cases and the 


cashier’s desk at entrance 














New Features in Store Dress 


Manager Ed. R. 
Thorne, says that the case has proved 
far more attractive this way than it 


EYER & LEVINSON, known 
as Harry’s Shoe Stores, report 
splendid business for the first three 
months of their newest Chicago store, 
which is located at 947 E. 63rd St., 
near Jackson Park. This popular 
priced shop is distinguished by many 
pleasing and practical features of 
architectural design and equipment. 
The broad arched vestibule front 
cannot easily be passed unnoticed, 
even on this street of handsome 
stores. Nor is there much 
chance of the passerby fail- 
ing to note the name of the 
store, for “Harry’s” is 
blazoned forth on a brilliant 
electric sign, is inlaid in the 
tile flooring of the entrance 
and is also on the window 
glass. The charm of this 
front is enhanced by the 
Craftex ceiling and the dark 
marble window base. 

Upon entering the store in 
the daytime, one notices first 
a flood of real sunlight on the 
merchandise displayed in the 
handsome cases in front. 
This comes from a skylight, 
which Mr. Harry Levinson 
regards as a splendid selling 


feature as it leaves no doubt in the 
customer’s mind with regard to 
colors. It also has proved an 
economy, as on clear days it elimin- 
ates several lights. 

The show cases, the woodwork 
and the American interlocking chairs 
are all finished in antique silver gray. 
The uniform stock boxes are in a 
harmonizing gray. Notice that the 
central show case in the front of the 
store, instead of facing the door 


This 30-ft. front provides an inviting entrance, 
with room for a good display in the windows 


faces the chairs. 


would if facing the door. It gets 
the attention of the customers when 
they are seated. They stop and look 
in it when going out. As a test he 
recently displayed some slippers in 
this case only and a surprising num- 
ber of them were sold. 

This store does a large business in 
hosiery and in shoe ornaments which 
are effectively displayed in 
the cases near the entrance. 
Besides those shown in the 
picture, there is one more 
wall case for hosiery on the 
right hand side of this view. 

Before the plans for the 
front and interior of this 
store were drawn up, Mr. 
Levinson visited many of the 
best equipped stores in the 
country and made a very 
careful study of every phase 
of store planning. He is 
very well pleased (and should 
be) with the way his own 
ideas have been worked out 
in this store which is the 
fifth in his string—all of 
them doing a goodly volume. 
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Manufacturers Ending 1925 with 
Good Records | 
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Spring Samples Making Their Appearance 


ST. LOUIS 


Manufacturers Show Healthy 
Gains 


As the closing of the fiscal year 
for many of the houses approaches, 
reports are becoming more optimis- 
tic as to the increased volume of 
practically every house in the 
market. One of the leading spe- 
cialty houses making a fine grade 
of women’s novelties reports an in- 
crease that will approximate about 
15 per cent over the 1924 ship- 
ments. A large general line house 
has during the past few months re- 
ported a half million. increase in 
shipments. These reports continue 
to be prevalent throughout the 
wholesale district. Many of the 
houses will have their sales or- 
ganizations in during December or 
the first week in January. The new 
lines are now being worked up for 
the men when they come to head- 
quarters. 

Roger Lord, general manager of 
the St. Louis distributing house of 
Endicott-Johnson Corporation, an- 
nounced that the company will 
bring their 130 salesmen into the 
house for a sales conference during 
the first week in January. 

C. B. Lord, vice-president of the 
company, states that the company 
had shown a $1,000,000 gain in Oc- 
tober over the same period last 
year. 

Brown Shoe Co., in addition to the 
$2,000,000 gain during the past 
year, also shows an increase of 
1,000,000 pairs of shoes over the 
same period of 1924. During the 
year the company manufactured 
11,170,000 pairs of shoes. In the 
last three weeks of October produc- 
tion averaged 48,000 pairs daily, 
compared with a previous high 
mark of 45,000 pairs. Current earn- 
ings are equal to $21 to $24 a share 
on the present outstanding common 
stock. 

CINCINNATI 


Retail Merchants Buying More 
Slowly 


Manufacturers in the Cincinnati 
district declare that retail mer- 





chants are beginning to slow up 
the number of orders sent in pri- 
marily because of a desire on the 
part of store men to clean up their 
stock before the spring buying. All 
factories are busy filling orders 
already received and new ones 
trickling in from the salesmen on 
the road. 

“Business is good, our factory is 
busy turning out rubber heels and 
other rubber wear rapidly, but re- 
tail merchants are showing a slight 
reluctance to buy now in great 
quantities because they want to 
clean up stock on hand,” was the 
opinion of E. E. Furstenaw, of the 
Goodyear Rubber Company. 

August Levy, purchasing man- 
ager of the Charles Meis Shoe Com- 
pany, said that business with his 
company during this fall and win- 
ter season is proving satisfactory, 
but such generalized optimism 
would not make highly interesting 
matter for publication. Continu- 
ing, he said: 

“As to styles, I have confidence 
in tie patterns above all right now. 
Southern Dixie and other kinds of 
tie and three eyelet tie styles in 
patent, tan and gunmetal! are bring- 





We Hasten to Correct— 


In our issue of November 7, 
an unfortunate error occurred 
in our story on the recently 
organized Freeman Beddows 
Shoe Company of Beloit, Wis. 

The Recorder regrets the 
error and hastens to correct 
the impression made in that 
article that the Freeman Bed- 
dows Company was a reorgani- 
zation of the Freeman Shoe 
Manufacturing Company. The 
two organizations are separate 
and are making different 
grades of men’s welts. 

The new factory is now in 
operation and running close to 
an 800 pair per day schedule 
of men’s fine dress welts, a 
grade above the product of the 
Freeman Shoe Mfg. Co. 


ing us a very substantial amount 
of business. Our Lebanon factory 
is working hard producing three 
new tie patterns and I believe we 
have about seven or eight of such 
styles in our line at present time— 
everyone selling well in our terri- 
tory generally. Pumps have their 
second wind in the race for evening 
wear popularity. Plain pumps and 
buckle step-ins, some with a bril- 
liant touch of gold kid or silver 
rhinestone ornament are wanted. 
We note a demand for tan calf in 
pump designs and in the South for 
blonde kid. Patent, satin and velvet 
strap and pumps are also profitable 
to handle. 

“Wide collegian toe oxfords in 
light tan shades still lead in men’s 
trade although we are selling quite 
a few of more conservative types. 
High shoes for men are selling 
about as well as they did last win- 
ter. The “Black for Dress” idea 
should be given more support by 
retail stores, we believe. The 
average man has usually one good 
pair of shoes while his wife or sis- 
ter may own three to six pairs. 

“About other lines, such as 
misses ’and children’s there is lit- 
tle I can say that is not well known. 
Tan lace stitchdowns and welts are 
first right now and we are selling 
hardly anything but high shoes in 
southlands. Business on _ satin, 
leather and felt holiday slippers is 
excellent. Our last year’s business 
record was equalled sometime in 
October.” 

This statement of Mr. Levy is a 
recapitulation of the experience of 
manufacturers generally. 


LYNN 


Sales Exceeding Those of Last 
Year 


Manufacturers are starting to 
close up this year’s business and to 
start on next year’s program. Lynn 
has gained new firms during the 
year. Many firms have increased 
production. Sales of shoes from 
Lynn this year will exceed sales of 
last year. Most shoes that were 
made have been sold. Returned 
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YO ALL ARE 
NOW .GOIN’ TO 
SING SWEET 
AD-O-LINE 





Miami’s 
Retail Shoe 
Merchants 





"cule hLOSic 
OGRIbY# 





Get Together 


“ROY OBERRY 
“1 “THE SHOE 


David LeRoy O’Berry, president of 
O’Berry’s Shoe Stores, was host re- 
cently to representatives from every 
shoe store in Miami at an elaborate 
banquet in the grill of the Leaming- 
ton Hotel, as the first step toward an 
organization of the retail shoe men of 
Miami. Gregory E. Stone, former shoe 
traveler, now in real estate, was toast- 
master. 

Lee Roth, manager New York 
department store, started business by 
suggesting that Mr. O’Berry be ap- 


pointed temporary chairman of a com- 
mittee to organize an association of 
Miami Retail Shoe Dealers. The com- 
mittee in charge includes the follow- 
ing: President, Mr. O’Berry; | vice- 
president, Charles Sheben; secretary, 
Fred Pryor; and treasurer, William 
Bailey. , 

The president is to appoint an addi- 
tional membership of five. At the sug- 
gestion of J. P. O’Brien, the body will 
immediately after organizing apply for 
a charter from the national associa- 


WHO THREW ONE GRAND PARTY 
MERCHANTS OF MIAMI —-- 


“ME LIFE OF-_ 
“THE PARTY WAG 
County CommiSSiOnER. 

HUGH PETERS 





/ BAK-RAK | 
AON-O-PaAH !// TL 
LEW SINGER. 
EXHIBITED A 
' SNAPPY Pai oF 
‘ATE MODELS 





“ Said DOC” DUALAP 








The gathering as seen by 
a newspaper cartoonist. 


tion. Among ‘those present were: 

Hugh Peters, Gregory Stone, Charles 
Bates, Youll Pope, Clark Pell, Lewis 
Singer, A. R. McDaniel, Barney Glyck, 
V.--A. Kasin, Sam Seligman, B. W. 
Emick, Amos Johnson, H. L. Stewart, 
W. A. Weems, Charles Sheben, D. S. 
Paschal, Donald Sutherland, Hylton 
Webb, Nathan Seligman, A. W. Cox, 
J. P. O’Brien, Lee Roth, Frank Bull, 
J. V. Swearinger, C. T. Bowes, L. H. 
Ketter, Sam H. Bailey, Fred Pryor, 
W. L. Johnson and P. D. Russ. 





goods have been few and far be- 
tween. So one evil of the trade has 
been checked. Or, to put the mat- 
ter in a better light, distribution 
methods have been improved. Mer- 
chants have kept close to their re- 
quirements during this year, and 
are expected to do likewise next 
year. It pays. 

Lynn’s interpretations of style 
trends are of unusual interest at 
this moment when designers are 
preparing new models to be shown 
at shoe fairs in January. Tutu san- 
dals and parchment and reptile 
sport shoes, and colors warm and 
cheery loom up as high lights in 
Lynn fashions, as designers display 
their models, and these are followed 
by an amazing array of shoes that 
may be a bit more staple in style, 
any yet are abundantly new and 
attractive. 

Tutu sandals will be offered as 
suecesors to King Tuts of blessed 
memory to many shoe men. Tutu 


was a princess of Egypt, who took 
a proper pride in her apparel. She 
antedated King Tut. Naturally, 
these new Tutu sandals are more 
ladylike than were the King Tut 
sandals. They will reveal Egyptian 
strappings, and Egyptian ornamen- 
tation, as well as Egyptian color- 
ings. 

The sport oxfords, of parchment 
leathers, some trimmed with reptile 
grains, are just one of many types 
of sport shoes that Lynn will offer 
for 1926. With a multitude of 
women turning from biscuit baking 
to golf and tennis planning it looks 
as if business in sport footwear 
for women should steadily increase. 

But the bulk of Lynn’s 
samples for 1926, many of 
which are already on the road, 
present shoes of the semi-dress 
type, such as pumps, step-ins, 
gore styles and tongue and 
buckle effects. Some favorite 
patterns of this year will be 


carried over to next. Some 
changes will be made in colors, 
or materials, as the bois de 
rose, the gold and copper tones 
and the silvers and grays and 
the whites, including linen 
colors are brought in to use. 

But patent leather promises to 

continue a leader in Lynn lines. 

Last makers are whittling new 
models of sandal style lasts to finer 
lines than were the sandal lasts of 
the time of Tut’s. They are put- 
ting medium high heels on the new 
sandals, and are speculating as to 
what effect a run on sandal styles 
will have on the present popularity 
of extra high heels. 

Pattern makers stick quite close 
to favorite patterns, excepting for 
the sandal designs which they are 
showing, and are undertaking to 
emphasize color effects, as well as 
designs of material. 

Novelty boot designs have been 
asked of several Lynn pattern firms 
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during the last week or so. But if 
there is any business in novelty 
boots, most Lynn shoe manufactur- 
ers will be surprised. It is inter- 
esting to note that jiffy boots are 
sought, or boots that can be slipped 
on as quickly as a step-in pump. 
Russian, Wellington and like boots 
met this specification. However, 
the instance is mentioned just to 
show that the ease with which a 
shoe can be put on is an important 
factor in shoe styling these days. 


PHILADELPHIA 


Demand for Colors Reported by 
Manufacturers 


One prominent manufacturer of 
women’s high grade footwear re- 
ports that colors are beginning to 
sell. Black has been 1n demand up 
to the present and is still selling 
though there is also a considerable 
movement in colors. The shades 
in which this activity is especially 
pronounced are browns, parchment, 
blonde, and grays in kid, lizard and 
suede. There has been a little let- 
up in the call for black satin though 
patent leather continues very 
strong. Coincident with this de- 
mand for the lighter colors has 
come a call for more elaborate pat- 
terns. It is unlikely that the mod- 
els which will be worn this spring 
will approach the elaborations of a 
year or two ago but they will be 
far from severely plain. There 
will be fancy strap effects, cut-outs, 
trims, overlays, and appliques. 
Prices on some of these more or 
less elaborate patterns will show 
advances due not only to the added 
manufacturing cost but also to in- 
creases in the cost of some leathers, 
especially colored kid. Sole leather 
prices are holding firm. 

A manufacturer of children’s, 
misses, and growing girls’ foot- 
wear reports that he is selling some 
tan calf and tan side high shoes. 
Oxfords are also active and there 
is still a little call here and there 
for pumps. There is not much de- 
mand for black according to this 
manufacturer. Colonial pumps are 
selling fairly well. Patterns at 
present continue plain. Price on 
sole leather and on shoes remain 
unchanged. 

Another manufacturer reports 
good business in black suede and 
brown alligator in sandal effects 
and in Colonials. Buckle models 
are very active. This plant is run- 
ning at about two-thirds of its ca- 
pacity and finds that prices remain 
unchanged. 

One of the large manufacturers 
of glazed kid here reports very good 
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demand for colors. Black is still 
selling well, also, but the increase 
in the call for Sudan, apricot, and 
cream shades has been _ very 
marked. 


BROCKTON 


New Patterns in Men’s 
Shoes 


Although it is somewhat early 
for showing and selling men’s sport 
shoes for the spring and summer 
of 1926, yet many new patterns in 
this line are being got out by 
Brockton manufacturers. Two-tone 
effects are favored and decorative 
features in trimmings, perforations, 


Sport 





W. K. Chandler, Inc. 


(Advertising Correction) 


In a recent advertisement, 
W. K. Chandler, Inc., 125 Sum- 
mer Street, Boston, Mass., 
offered an assortment of shoe 
ornaments, among which were 
Colonials, at $1.25 to $3.00 a 
dozen pair. This should have 
read $1.25 to $3.00 a pair. 





etc., are utilized. As one manufac- 
turer puts it: “Next year will in my 
opinion, be a big one for men’s 
sport shoes and women’s, too, for 
that matter. Identified as we are, 
however, entirely with the men’s 
lines we can speak with some 
authority in regard to this class of 
footwear. Canvassing a _ widely 
scattered list of representative mer- 
chants we find an indication of en- 
larged purchases of men’s sport 
shoes for next year. It is well to 
add that when we say sport shoes 
we cover an important section of 
street shoes as well. Not all the 
so-called sport shoes are by any 
means utilized exclusively for golf 
or other outdoor sports. Men are 
wearing more shoes of this type on 
the streets than ever before. The 
larger sales which we look forward 
to next year will increase this wear- 
ing of sport shoes not enly strictly 
for sport purposes, but for every- 
day wear as well. Men are paying 
more attention to their feet than 
ever before. Whether or not he is 
identified with any branches of 
sport, the average man likes to have 
a pair of sport shoes.” 


ROCHESTER 


Manufacturers Working on Spring 
Styles 


The Rochester shoe industry has 
enjoyed an extremely prosperous 





November 28, 1925 


fall season and the outlook for 1926 
business is very encouraging. Lo- 
cal manufacturers are now working 
on their spring lines and look for 
capacity business after the first of 
the year. Plans for the coming 
convention of the National Shoe 
Retailers’ Association are being 
formulated and Rochester factories 
are making extensive plans for the 
big event. The following fac- 
tories have already made reserva- 
tions in Chicago: C. P. Ford & Co.; 
The Menihan Company; E. P. Reed 
& Co.; Sherwood Shoe Company; 
A. E. Nettleton Co., Syracuse; P. 
W. Minor & Son; Batavia; Moore- 
Shafer Shoe Mfg. Co., Brockport; 
Dunn & McCarthy, Auburn. 


HAVERHILL 
New Samples Ready for December 


Haverhill manufacturers are lin- 
ing up new styles to show retail 
merchants during the next few 
weeks. November is recognized as 
not being a selling month for shoe 
manufacturers. At that period re- 
tail merchants are more interested 
in getting goods off than on their 
shelves. New patterns which are 
being prepared will be shown with 
the purpose of bringing business to 
the factories during December and 
January. Pumps and straps con- 
tinue to be favorites with various 
embellishments in appliqued and 
other decorative effects. High 
heeled oxfords of tongueless pat- 
terns are among novelties which 
are brought forward for the atten- 
tion of live merchants. Haverhill 
designers are working overtime in 
their efforts to evolve new variations 
in popular priced types of women’s 
footwear. They are achieving suc- 
cess in this direction, as will be 
demonstrated to merchants when 
shown the latest novelties from 
Haverhill factories. 


BROOKLYN 
Factories Working Again 


After a two weeks’ stoppage in 
the major Brooklyn factories, work 
was resumed on Nov. 23, with al- 
most full forces in most establish- 
ments. Terms have been arranged 
with the union concerning a new 
agreement, which is expected to be 
finally settled on a basis satisfac- 
tory to both employers and em- 
ployees. In the meantime, deliv- 
eries of shoes on order from Brook- 
lyn have been delayed two or three 
weeks and the manufacturers are 
asking their customers to be pa- 

(Continued on page 128) 
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BROCKTON, MASS. 
Address all communications to the factory 
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Michel Johansen Dead 


St. Louis—Michel Johansen, who 
came to this country from Norway 
55 years ago to ply his trade as a 
cobbler and later became the founder 
of a big St. Louis shoe manufac- 
turing company, died early Monday 
morning, Nov. 2, at his home in 
Maplewood, a suburb of St. Louis, 
Mo. He was 78 years of age. Death 
was due to double pneumonia. Mr. 
Johansen after he came to this 
country at the age of 23 settled 
down in Chicago as a cobbler. Six 
years later he and his younger 
brother, Johan, came to St. Louis 
and started in a small way the 
Johansen Bros. Shoe Co., now lo- 
cated at 3640 Laclede Avenue, and 
one of the largest women’s specialty 
factories in the city. He retired 
from active management in the 
business about 20 years ago, leaving 
it under the direction of his brother, 
now president of the company. He 
was to have celebrated his golden 
wedding anniversary next June with 
Hilda Olsen, whom he married 
shortly after he came to St. Louis. 
While Johansen was still active in 
the business he followed the great 
gold rush to the Klondike for an ad- 
venture. He is survived by his 
widow and six children. He was 
buried Thursday, Nov. 5, in Belle- 
fontaine Cemetery, St. Louis, Mo. 


MICHEL JOHANSEN 


St. Louis pioneer shoe manufac- 
turer who died recently 


Twenty-two New Patterns 


LYNN—A manufacturer here 
placed a single order for 22 different 
sets of patterns of women’s shoes, 
which is a new high peak on his 
styling, as well as proof of the great 
variety of styles that women desire. 





PULLMAN TRAVELING SLI 
wanes” than ever in Quality and fit _ 
Sinctor<ownery of Jiace Mark” 
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full ges 3 toll in Stock 


er, M. GUSTIN CO. 
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STOCK DEPT.5 


SNAPPY SNAPPY 
ACTION! STYLES! 
“They've Cot to be Stetson 
to be Snappy” Me 
THE STETSON SHOE CO., Inc. 
Seuth Weymeuth, Mass. 








SNAPPY SHOES 
FOR YOUNG MEN 


Up to the minute Styles. Selling 
values unsurpassed. Priced to 
please. Investigate. 

CRAIG-REED & EMERSON, Inc. 





Boston Office, 1 igh St., Room 304 











BRIDGEWATER 
WORKERS’ 
CO-OPERATIVE 
ASSOCIATION 
Factory, rig a Mass. 




















AUCTION TRADE SALES 
on 


SHOES and RUBBERS 





Every Wednesday and Friday 
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PARISTYLE FOOTWEAR MF@Q. co., nC. 


41-45 166 Washington Aves Broshive, 
HIGH GRADE MULES and D’ORSAYS 


Made of Satin, Ouilted Setin, Embossed 
Leather. Tinsel and Brocade 
Prices from $23.00 per dex. up 























DR. CAMPBELL’S 
HEALTH SHOE 


Ask for New 
Catalogue 


Powell & Campbell 
122-124 Duane St., 
New York City 











ae dable and 
cepen. e p 
stantly in Stock. Send for latest vrice Het. 








H. K. GARDINER CO., PITTSFIELD, N. H. 














EMIL RUBLACK 


Maker of Artistic 
Price and Sale Tickets 
Samples Mailed Free on 


140-142 WEST BROADWAY 
NEW YORK 
We. 250. $2.50 por 100 Established 1903 











Des Moines Convention 
Feb. 15-19, 1926 


Very recently the Iowa Re- 
tail Shoe Dealers’ Associa- 
tion’s officers attended a group 
meeting in Des Moines, Iowa, 
and outlined their policy for 
the next convention, which 
will be at Hotel Fort Des 
Moines, Des Moines, Iowa, 
Feb. 15-19, 1926. 
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BALLET SLIPPERS—IN STOCK 
usual 


kind 
CO Style Bie2 Bik. Glazed 
Kid, Seft Tee 


6-11 11%-2 2%-3 
$1.30 site sta8 
SCHWARTZ & HERDER 


Inc. 
in Ballet Manuf: 
aor eee RES 














Chas. Stafford Honor Guest 


at Testimonial Dinner 


CHICAGO—Charley Stafford of the 
C. E. Stafford Co., selling leather in 
the Chicago district, had “his day” 
recently in Chicago, when close to 
two hundred of his friends in the 
Shoe and Leather Association in 
Chicago tendered him a _ compli- 
mentary luncheon at the Sherman 
Hotel. 

When two hundred good fellows 
get together to sing praises of a 
man to his face, it becomes more o2 
less an embarrassing situation to a 
chap with the modest sensibilities 
‘which are among the very fine 
qualities which have endeared Mr. 
Stafford to his wide circle of friends 
in the trade. Mr. Stafford’s face 
registered .a blush in .full bloom 
throughout the luncheon. 

He heard his praises sung, begin- 
ning with J. E. Hallowell, president 
of the association, who presided as 
toastmaster, ably assisted by E; O. 
Ray, with a splendid finale. on the 
subject of friendship given by John 
E. Wilder in his inimitable and 
charming manner. 

Mr. Stafford was presented with 
two useful gifts, one a towing rope 
for his automobile, emblematic of 
his helpful nature, and the other a 
humidor that looked more like a big 
radio set.: 


Arctics Already Selling 

CLEVELAND—Although the season 
is young, store managers report there 
has been brisk buying of arctics. 
The sales are running at a higher 
rate than they did a year ago. Much 
of this is due to inclement weather 
and abnormal cold spells, but every 
one seems to be of the opinion that 
Cleveland will have another big arctic 
season. Sales of shoes are almost 
exclusively low models. Heavier 
grade oxfords are selling fast, but 
they are all low models. This makes 
certain that arctics will be worn in 
large numbers during the winter. 














IN STOCK 
BLACK BALLET SLIPPERS 


Ladies’ 
$1.26 pr. 
Misses’ 
$1.20 pr. 
Childs’ 
$1.16 pr. 
BLOG SHOE FINDING CO., INC. 

147 Duane St., New York, N. Y. 











BALLET SLIPPERS 
BLACK VICI KID—IN STOCK 





Athletic Shee Mfg. Co., 124 N. Third St, Philadelphia 














QUALITY BALLETS— STOCK 





Also Mon’s and Women’s Slippers ef every description 
METROPOLITAN SLIPPER CO. 
134 W. B way, near Duane St. New York 























ARLE 
shoe patterns 


FOR MEN’S FINE SHOES 


ARLE SHOE PATTERN CO. 
50 MAIN ST., BROCKTON, MASS. 














Do You Know? 


That you can buy or ae it through 
the “Where to Buy” columns. This 
feature in its quick service is a time 
saver in meeting immediate needs. 
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Adds to the Wearing Quality 
of the Shoe. 

























W. Godsoe, Pres. F. EB. Jones, Treas. 
a W. G. Donald, Vice-Pres. 


F. E. JONES CO. 
FANCY COLORS 


MAT KID 


96 SOUTH STREET BOSTON, MASS. 


















The One 
Water proof 
Leather That 


Takes and Re- 
tains a Polish. 


CREESE & COOK co. 
Tannertes at Danverspert 95 South St., Besten, 
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a6 ELAM 99 


FlexibleTurn Shoes 
For the Jobbing Trade Exclusively 
F. S. ELAM 5 SHOE co. 


asin GIR Sie Uosen dave 




















No matter what policy you may 
pursue in selling to the shoe trade, 
nevertheless, you need the 
Beot and Shoe Recorder 

All the Time 
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Calf Tanners Elect New 
Officers 


At the annual meeting of the Calf 
Tanners’ Association just held in 
Chicago, the following officers were 
elected : 

Sylvan M. Barnet, president; 
Burt Rankin, vice-president; August 
H. Vogel, Jr., treasurer; and F. X. 
Wholley, secretary. 

Plans were outlined for the tariff 
compaign of the Calf Tanners’ As- 
sociation for the coming sessions of 
Congress, the members unanimously 
approving the program prepared by 
F. X. Wholley, who will have charge 
of the tariff activities of ‘the calf 
tanners at Washington. 

An executive committee consisting 
of A. H. Vogel, Sr., Pfister & Vogel 
Leather Co.; J. C. Goetz, Fred Ruep- 
ing Leather Co.; Sylvan M. Barnet, 
Barnet Leather Co., Inc.; B. W. 
Rankin, Hunt-Rankin Leather Co.; 
Walter T. Creese, Creese & Cook; 
F. X. Wholley, Barnet Leather Co., 
Inc.; Albert Gallun, A. F. Gallun & 
Sons, was elected for the succeeding 
year. 

The Calf Tanners’ Association 
has spent over a year in carefully 
laying the foundation for an aggres- 
sive fight for a tariff on calf leather 
primarily for the protection of the 
American tanner and his employees 
from the low wages paid in the 
European tanneries. 

The Calf Tanners’ Association 
represents every calf leather tanner 
in the United States and has no 
affiliation or connection with any 
other association in the industry. 


Wolfelt-Weil, Inc., Peti- 
tioned in Bankruptcy 


A petition in bankruptcy was 
filed against Wolfelt-Weil, Inc., 
Brooklyn, N. Y., on Saturday, Nov. 
21. The petition was signed by 
J. E. Einstein, Inc., holding a claim 
for $865; F. Hecht & Co., with a 
claim for $4,318, and the Robertson 
Leather Company with a claim for 
$473. Judge Inch of the Eastern 
Federal District Court, Brooklyn, 
with whom the petition was filed, 
has appointed former Judge Edwin 
L. Garvin as receiver, under a bond 
of $50,000. 

Complete reorganization of the 
firm under the name of Wolfelt- 
Weil had not yet been completed. 
Kurt Wolfelt had entered the firm, 
informally about a year ago, but 
does not appear upon the list of 
officers as constituted at present. 
Officers of the old firm of S. Weil & 












J. R. BEATON CO., Inc. 
331 FOURTH AVE., NEW YORK 

















Preserves Leather 
Beautifies Footwear 
Makes Oli Shoes Look New 
THE NU-SHINE CO. 
Mkt. St. Reidsville, N. C. 







































Sons, which has been in existence 
about sixty years and is one of the 
best known of Brooklyn’s shoe man- 
ufacturers, are Emil Weil, presi- 
dent; Walter S. Weil, secretary, and 
Wilbur Tripp, vice-president. 

Immediately after the filing of 
the petition in bankruptcy negotia- 
tions were begun looking toward a 
reorganization of the firm. The 
schedule of assets and liabilities 
had not been completed up to the 
time of going to press. 
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PHILADELPHIA 
[CONTINUED FROM PAGE 103] 


so far as the present is concerned 
the big thing is black. One promi- 
nent merchant says there is some 
talk about tan calf or tan kid and 
a little about grays but that so far 
there has been no actual business 
in either color. Velvets are said 
to have declined in popularity 
though they still lead the other ma- 
terials. There is, however, very 
little call for velvets in the better 
grades of footwear. Patterns for 
the most part consist of operas and 
one-straps and some few gores. 

The I. Miller store here is featur- 
ing slippers which at one day’s no- 
tice may be tinted to match any of 
the evening shades. They are 
shown in white satin run with sil- 
ver thread finished with silver kid 
collar and heel. 

The Strawbridge and Clothier 
store’s shoe department is showing 
DeMura pumps at $10. Included in 
the models are two instep straps, 
one of which is of gunmetal calf 
with a low boxwood heel. There is 
also a patent leather regent pump 
with a cut steel buckle. This store 
is showing buckles of cut steel 
from $4 to $17. 

A variety of patterns at $5.50 are 
shown by the Louis Mark stores in 
black and brown velvets, gunmet- 
als, silver and gold cloths, and pat- 
ent leathers. 


ROCHESTER 


Oxfords More in Demand by 
Women 


Continued improvement in busi- 
ness has been enjoyed by local shoe 
merchants since the first of Novem- 
ber. Retail shoe merchants are 
showing about the same styles that 
they featured at the opening of the 
fall season. Some new styles are 
being added weekly, but the ten- 
dency is still in favor of strip 
pumps and D’Orsay patterns. Ox- 
fords are showing considerable im- 
provement and there is much talk 
about the increasing call for wom- 
en’s high shoes. 

The outlook for Christmas busi- 
ness is extremely satisfactory, and 
there is a general feeling that 
the next six weeks will bring un- 
usually good business. Rochester 
labor is steadily employed, bank 
deposits are large and everything 
points to a real volume. The gen- 
eral belief is that Rochester manu- 
facturers and merchants will en- 
joy much better times from now on 
and that 1926 will see a marked im- 
provement in local business condi- 
tions. 


NEW YORK 
Evening Shoes Leading 


Reports of business from New 
York retailers, while not as uni- 
formly good as they were a few 
weeks ago, are still better than 
fair, and the belief persists that the 
present fall and winter season will 
set up final sales totals far in ex- 
cess of last year. According to 
most reports there has been some 
dropping off in demand for street 
shoes, which has been offset to a 
great extent by a fresh stimulus to 
the demand for evening shoes. 

The present evening shoe busi- 
ness, it is safe to say, is the best 
that New York has ever had. Re- 
tailers here have been quick to 
grasp their opportunity and there 
has been more advertising and dis- 
play of evening shoes than ever be- 
fore. Some of the merchants are 
devoting entire windows to exploit- 
ing the new fashions in evening 
slippers and large amounts of news- 
paper space are being given over 
to this type of footwear. 

For street and semi-formal occa- 
sions, demand is still centered 
largely on shoes of patent leather 
or black satin. These form the 
backbone of the business, with 
other materials being used to liven 
up the stocks. Tan calf is selling 
better with colder weather, partic- 
ularly in shoes of heavier construc- 
tion. In this connection there is 
some demand for welt shoes, but 
only the closely trimmed welts are 
wanted at present. 

Colored kid is gaining ground, 
and while it is selling to some ex- 
tent now, it is not expected to reach 
its full vogue until next spring. 

There is considerable discussion 
at present concerning the possibil- 
ity of a return to favor of boots for 
women. Some of the retailers here 
are frankly interested in boots and 
a few of them are showing them 
now. All.of them are interested in 
watching the development of any 
movement looking toward a revival 
of demand for boots. The few that 
are being shown are button boots, 
about 8% in. high with a fancy col- 
lar. 

Boots of the Russian type are be- 
ing widely exploited here by the re- 
tailers of children’s shoes. This 
type of footwear for children has 
been in favor for some time. A 
new pattern, under the name of 
Hi-Lo has been introduced by I. 
Miller. This is a boot, about ankle 
high, with a contrasting collar. It 
comes in a variety of leathers and 
sells at $10 a pair. 
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BROOKLYN 
(CONTINUED FROM PAGE 124) 


tient until production becomes nor- 
mal once more. 

The stoppage of work not only 
delayed deliveries, but in most 
cases delayed the production of 
new samples. A few of the Brook- 
lyn salesmen are already on the 
road, but the majority went out 
early this week or are preparing to 
leave next week. 

Judging from the samples that 
are now ready, Brooklyn is pinning 
its faith for spring mainly to col- 
ored kid. Many of the new samples 
have been produced in Sauterne 
and Bois de Rose and similar 
shades of kid. Patterns are but lit- 
tle changed, most of them being 
along the lines of step-in or lightly 
strapped models. Buckles will be 
provided on a large number of 
shoes going out of Brooklyn for the 
spring season. 

Most of the factories are now fin- 
ishing up on their fall runs. Some 
repeat business for the fall and 
winter season is being received 
now, but in the main the factories 
present the usual lull of the be- 
tween seasons period. 

A few producers here are experi- 
menting with button boots, and 
some have small orders for them 
from New York and Chicago retail- 
ers. 

While boots are regarded as 
more or less of an experiment now, 
there are some manufacturers here 
who think they have a good chance 
of being revived with a certain de- 
gree of success. Several of them 
are frankly in favor of a strong at- 
tempt being made to put boots 
“back on the map,” arguing that 
such a move would tend to bring 
back the business to a more season- 
able and staple basis. One thing 
mitigating against boots at present, 
it is said, is their high cost. Brook- 
lyn-made boots, on the present basis 
of labor and material costs, will 
have to bring around $22 to $24 a 
pair at retail according to the figures 
of leading producers. 

There has been little change in 
lasts for spring, so far as Brooklyn 
is concerned. The longer vamp and 
narrower toe is being used for the 
Northern and Eastern trade. In the 
South and West, however, the short 
vamp and broad toe is still in de- 
mand, and Brooklyn manufacturers 
are still using lasts of this type for 
shoes going into those sections of 
the country. 
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G 


Give 


decided to give his store a 

Christmas gift atmosphere, gym- 
nasium shoes for school children 
and professional athletes may be 
featured with profit. Many retail 
shoe merchants have already placed 
in the center of the store a table on 
which are shown canvas rubber 
soled shoes—for handball, basket- 
ball, track shoes, and other school 
athletics. A sign about as follows 
appears over the holly trimmed 
table: “Your Boy or Girl Will Ap- 
preciate a Pair of Gym Shoes as a 
Christmas Gift.” Another’ sign 
might read: “These Shoes for the 
School Gym Are Just Like Those 
Worn by Champion Professional 
Athletes.” 

“The idea is,” said a retail shoe 
merchant recently, “for Christmas 
gifts people will buy a good grade 
of canvas rubber soled shoes for 
their children’s school gymnasium 
wear. Ordinarily, they would un- 
doubtedly be content with buying 
for them a pair of inexpensive 
‘sneakers,’ but the Christmas gift 
appeal—and the thought that their 
little folks would like to have a pair 
of gymnasium shoes with all of the 
features of shoes worn by profes- 
sional players of basketball, or hand- 
ball, or tennis, or track runners, or 
those approved by professionals as 
an all-round gym shoe, with all the 
‘earmarks’ of the champs’ shoes— 
will certainly sell more pairs of 
canvas rubber soled footwear.” 


|: the retail shoe merchant has 


LETTER to some of the profes- 

sional players in the city or town 
asking them to come to the store 
and inspect this line will do much 
to create added interest. If some 
of the popular local professional or 
semi-pro players will give their 
written approval to these shoes—to 
the effect that they are just the 
shoes which the boys and girls need 
for gymnasium wear—so much the 
better. Perhaps the professionals—— 
or their grown-up friends—would 
like to own a pair themselves. Here 
is an added appeal. There is an all- 
the-time demand for gymnasium 
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 ShoesFeatured asChristmas 


Gifts Sell More Pairs 


Goods a Holiday Atmosphere 


shoes in every town and city of the 
world, and at Christmas time they 
may well be included jn the Christ- 
mas Practical Gift Section. 

Among the other footwear which 
may well be given a holiday atmos- 
phere are overshoes for all the mem- 
bers of the family—rubbers and 
rubber boots. The Christmas Gift 
certificate, “good for any size—and 
shoes to be properly fitted to the re- 
cipient of the gift,” will help to sell 
more pairs right. 

“A Christmas Gift Saturday on 
Rubber Footwear,” with a few cents 
off on one special line as an induce- 
ment for advance buying, has been 
tried by a Cleveland merchant with 
much success. This merchant found 











A canvas rubber soled professional 
track or running shoe. Maker's 
name on request. 





that by featuring one line of rub- 
bers at just a little above cost price, 
the public would buy all the other 
lines at the regular prices. It is 
his theory that a prospective cus- 
tomer entering the store with the 
price reduction idea in mind will 
not only buy the line reduced, but 
the good features of the other mer- 
chandise not reduced “speak right 
up” so favorably that these are 
bought also, on the strength of the 
buying impulse given by the “spe- 
cially priced’’ merchandise. 

As all wideawake merchants sug- 
gest overshoes and rubbers when 
new shoes are sold, with the ex- 
planation to the customer that then 
the right heel and toe requirements 


can be cared for, there is no need to 
stress that point in any merchan- 
dising talk on rubber footwear. 


SUBJECT which may need 
: stressing is good display. Thos. 
S. Childs of Holyoke, Mass., every 
fall and winter features rubbers by 
converting his white shoe basement 
into a rubber shoe store. He has 
found that it has paid him to do this 
—in fact, the white shoe basement 
came into existence because the rub- 
ber shoe basement had been a suc- 
cess. He has made money on both 
propositions. The people of Holyoke 
have learned to look at this store as 
a place where they will be sure to 
find a wide range of rubber foot- 
wear styles and sizes. 

Other stores have set apart a sec- 
tion in their establishments as “rub- 
ber shoe stores.” The segregation 
of this stock has set it forth before 
the public in greater’ prominence. 
The very apparent interest attached 
to rubber footwear by the merchant, 
through this special featuring, 
makes a marked impression on the 
customer’s mind. The customer is 
much impressed with a _ thought 
somewhat like this—that rubber 
shoes and canvas shoes with rubber 
soles are regarded as such an im- 
portant item of the footwear ward- 
robe as to have reserved for them a 
special “store” or section. The in- 
side featuring may well be supple- 
mented with attractive window 
trims. 


HIS year, by trimming with the 

bright plaids and gay single tone 
effects in sport hose and a few 
swatches of the goods used in sport 
dress, black overshoes may be con- 
trasted in windows very effectively. 
Bright pennants in the local school 
or college colors may also be effect- 
ively employed in the display of 
both heavy and light rubber goods. 
The comfortable qualities of over- 
shoes for wear at the college and 
school football games make good 
“talking” points in store publicity, 
to the accompaniment of more pairs 
sold. 
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CLASSIFIED AND OPPORTUNITIES DEPARTMENT 


Recorder rates for space less than one-eighth SITIONS WANTED—Four cents per word for each inser- 
page per issue: —- 
Space ltime T7times 18times 26 times 62 times 
1 in......$5.00 $4.00 $3.50 $3.00 $2.50 
2 in......10.00 8.00 7.00 6.00 5.00 
3 in......15.00 12.00 10.50 9.00 7.50 
4in......20.00 16.00 14.00 12.00 10.00 be sent under 
Payment in advance is required, except when regular advertisers, as amounts are too small to open accounts 





word the addrese 
t and paid for accordingly. Capra $2 ee ane 




















SALESMEN WANTED SALESMEN WANTED SALESMEN WANTED 








CALIFORNIA OREGON WASHINGTON 

salesmen to the above territ Ww k lined- UNION 

STAMP * WORKS RKS SHOES, Goodyear Welt ina Nailed, rg Blucher, “Outing ond Moulder. 
Write for particulars, giving references. 


NORTH LEBANON SHOE FACTORY, Lebanon, Pa. 


A big St. Louis manufacturer 
would like to hear from sales- 
men who are acquainted with 
the trade in northern New York 
and Vermont. Territory includes 
towns of . Gloversville, Little 
Falls, Watertown, Ogdensburg, 
Plattsburg and state of Ver- 
mont. Do not apply unless 
acquainted with this territory. 
Give references. and amount of 
sales. Address B 776, c/o Boot 
& Shoe Recorder, 207 South St., 
Boston, Mass. 








Some First Class Salesmen 


serving good credit and volume retail accounts are adding consider- 
ably to their earnings by also selling from a 25 sample line of chil- 
dren’s medium grade stitchdowns made in a specialty factory here- 
tofore dealing with wholesalers. One of the best combinations of 
SALESMAN design, service, and price are being made. More salesmen of this 
One familiar with the JOBBER type are wanted for territories not yet filled. Straight commission 
and DEPARTMENT Store buy- sonly. State age, references, and names of other lines now carried. 

Promptly address B 746, care of Boor AND SHOE REcorDER, 207 South 


er to handle our line of novel- 
ties in Satin-Felt and Leather Street, Boston, Mass. 


boudoir slippers for: 

Texas, Oklahoma, Washington, 
Oregon, Idaho. 

Good opening for men that can 
show good results. Write, giv- 














WANTED— 


ing full particulars. 


NOVELTY SLIPPER CO., INC. 
121-131 West 19th Street, 
New York City, N. Y. 








SALESMEN WANTED 


represent Boston house specializi 
Womens 8 medium iced moventien. South. 
ern and Middle 


basis preferred. 
of Boot and Shoe Recorder, 207’ South 
St., Boston, Mass. 





Salesman Wanted 


For Texas, Oklahoma and Arkansas, 
“high powered,’’ live wire salesman 
possessing initiative, originality and 
determination to succeed. Must have a 
following in said territory among both 
large and small accounts, selling Ladies’ 
High Grade Welts and McKays. 


Only one who can meet with these 
qualifications and produce the best of 
references need apply. In answering 
give experience, salary expected and 
references. 


The Vollman, Lawrence Co. 
Station “A” 
Cincinnati, Ohio 














Real Producers 


to represent. one of the North- 
west’s oldest and best known 
quality shoe manufacturers in 
Ohio — Indiana — Illinois — Ne- 
braska. Must be experienced and 
have established following. Com- 
mission basis. References will 
be held strictly confidential. 
Foot, Schulze & Co., Robert, 
9th and 10th, St. Paul, Minn. 











We Want 
A Real Salesman 


To represent us in the state of 
Kansas. 
A splendid line of chlidren’s 
stitchdown footwear—well ad- 
vertised and carried on the floor 
for immediate shipment. 
8% Commission on 
Shipments 
Full credit on mail orders. 
Give full details of previous 
connection and record in first 
letter. 
HELMHOLZ SHOE MFG. CO. 
Milwaukee, Wisconsin 


High-class salesman with estab- 
lished trade in the following ter- 
ritories: No. 1: New York, New 
Jersey and Delaware. No. 2: 
Kansas Nebraska and Missouri. 
No. 3: Pennsylvania, Maryland 
and West Virginia; to carry the 
combined lines of the Johnson- 
Baillie Shoe Co., McKay’s and 
the Bedford Shoe Co. Turns, 
Pre-Welts and Goodyear Welts. 
Strictly on a commission basis. 
Samples ready immediately. 
Address, giving experience and 
references, to the 


BEDFORD SHOE CO. 


Carlisle, Penna. 











WANT SALESMEN 


Can you sell a line of Men’s Genu- 
ine Calf Skin shoes with 9 and 10 
iron Bend Soles for $3.50 less 5% 
discount? The greatest values in 
Young men’s Snappy shoes in the 
World. Stock carried on floor. 
Don’t apply a a have an 
established trade. id on straight 
commission basis 8% 


COBLE SHOE COMPANY, 
HUMBOLDT, TENN. 
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SALESMEN WANTED 


LINE WANTED 


FOR SALE 














Salesman Wanted 


We want an able man, for sales 
manager, who knows the men’s 
shoe business, to join up with a 
new organization to manufacture a 
snappy young men’s .line of Good- 
year welts for $3.35. Our location 
and our manufacturing costs make 
this one of the best propositions 
on todays competitive market. The 
right man for this opportunity 
will be given full details. 
References and experience are re- 
quested and all replies will be 
strictly confidential. 

Address B-788, care Boot & Shoe 
Recorder, 207 South St., Boston, 
Mass. 














SALESMAN to carry nationally-known line 
of Turn Leather Sole Boudoirs in colored 
leathers and quilted satins; also Ballet sli 

soft and hard toes, side line. Address B-766, 
care Boot & Shoe Recorder, 207 South Street, 
Boston, Mass. 








OPPORTUNITY 

















WANTED: Experienced shoe salesmen to 
carry as_side line the latest adjustable 
shoe tree. Liberal commissions. All terri- 
tories open. Applications treated confidential. 
B-772, care Boot & Shoe Recorder, 626 Powers 
Bldg., Rochester, N. Y. 





GALESMAN for Middle West to carry a line 
of high grade Brooklyn turn shoes. One 
calling on the better trade with best of refer- 
ences. Commission and drawing account. Ad- 
dress K-842, c/o Boot and “Shoe Recorder, 127 
Duane St., New York, 





ALERT SALESMAN WANTED—Turn shoe 
manufacturer, selling retail trade exclu- 
sively, is desirous of securing the services of a 
me salesman for New England (outside of 
joston), and one for New York City. We 
carry in stock ballets, women’s boudoirs, one 
and two strap sandals, oxfords, and gymna- 
siums. Also good variety of patterns for make 
up orders. e believe we have the best line 
for the money in the country. For further 
articulars address B 784, c/o Boot and Shoe 
ecorder, 207 South St., Boston, Mass. 





ALESMAN WANTED—Philadelphia manu- 

facturer requires services of a salesman with 

a retail following to sell a line of medium price 

ladies turn shoes. Address Post Office Box 532, 
Philadelphia, Pa. 





IVE wire sal ted. Snappy McKay 

Novelty line. Priced to sell in volume. 
One for Minnesota and Wisconsin. One for 
Texas. Commission 6%. Must have established 
trade. Address B-786, c/o Boot and Shoe Re- 
corder, 207 South St., Boston, Mass. 








CLEVELAND AND NORTHERN OHIO— 
Line of Men’s Dress and Work Shoes, also 
Men’s and Women’s Leather Slippers, on 

commission basis. Address B-787, c/o Boot and 
Shoe Recorder, 207 South St., Boston, Mass. 








LINE WANTED 


SALESMAN with large acquaintance with 
Jobbers, Department and chain stores in 
iow York City, Philadelphia, Baltimore, Pitts- 





and Cleveland desires a line of women’s 

shoes or other lines in connection with his line 

of children’s shoes which he is now selling ex- 

clusively. The above = are visited fre- 

uently, Address B-785, c/o Boot and Shoe 
ecorder, 207 South St., Boston, Mass. 





RARE OPPORTUNITY FOR MANUFAC- 

TURER. A New York —s House, 
owning valuable trade marks, with large fol- 
lowing, good organization, wants to represent a 
Western factory (preferred) to carry a semi- 
insteck proposition. Address full particulars 
to B-789, c/o Boot and Shoe Recorder, 207 
South St., Boston, Mass. 


POSITION .WANTED 


HAVE just sold out my interest in a chain 

shoe store. By January Ist I will be 
open for a position as Manager or Buyer or 
both. I have been connected with the shoe in- 
dustry for 15 years. Both wholesale and retail. 
Reference on request. Address B-790, c/o Boot 
one Shoe Recorder, 207 South St., Boston, 

ass. 














YOUNG married man with ten years shoe 

experience desires position as Buyer or 
Manager. Present employed but desires change. 
Address B-791, c/o Boot and Shoe Recorder, 
207 South St., Boston, Mass. 





ANTED—Position as Manager or Buyer or 

executive with aggressive and wide awake 
retail shoe concern by thoroughly experienced 
and competent young shoe man. One capable 
of producing results. Address K-843, c/o Boot 
one Shoe Recorder, 207 South St., Boston, 
Mass. 





A real opportunity to buy a 


SHOE STORE 


Because I have other business interests 
I am offering my store for sale. It is 
situated in the middle west—near the 


Missouri River. Dstablished over 25 
years. Best location in city of 16,000, 
excellent lease. Industrial and agricul- 
tural community. Beautiful Front— 
Modern fixtures. Can reduce stock to 
$10,000. Three exclusive agencies. Write 
me for full particulars. Address B 798, 
c/o Boot and Shoe Recorder, 207 South 
Street, Boston, Mass. 








A Fine Opportunity 


Family Shoe Store—For Sale 
In the fastest growing section of Boston. 
Well established, but other interests 
compels to sell. Stock inventories about 
$6,000. esent business $20,000. Ex- 
cellent prospects for good increase. Ad- 
dress B 797, c/o Boot and Shoe Recorder, 
207 South St., Boston, Mass. 











SALESMAN—Twenty years experience with 

one of Boston’s largest Jobbers wants shoe 
or rubber line in eastern Massachusetts. Ad- 
dress B-792, c/o Boot and Shoe Recorder, 207 
South St., Boston, Mass. 











BUSINESS OPPORTUNITY 4 # IRovenber, Preatient 





P Order Now for the Holiday P 
E Standard Extra 
size arge 
C 5 pound bor $3.00 $4.85 
A 10 pound box 656.65 9.45 
Louisiana Farm 


O2ZP08 





- PARTNER 


for an established Brooklyn Ladies’ turn 
shoe factory. Americanized out-of-town 
salesman preferred. Output one thousand 
pair weekly. Money required. Reply by 
letter,, stating all particulars. Address 

-841, care and Shoe Recorder, 
127 Duane St., New York, N. Y. 








AN OPPORTUNITY IN 


WISCONSIN 


Well known manufacturer has 
excellent opening for real pro- 
ducer. Give complete details, 
lines carried, types of shoes fa- 
miliar with, age, experience and 
references. Address B-800, c/o 
Boot & Shoe Recorder, 207 
South St., Boston, Mass. 














ATTENTION RETAIL SHOE CONCERNS 
—100% Richmond, Va. 100%. Will build 
you a store in the Woolworth, McCrory and 
Kresge block, surrounded by our leading de- 
partment, women’s specialty and chain stores. 

long term lease at a very reasonable rental 
can be secured. For further particulars write 
Gordon E. Strause, Broad at Seventh, Rich- 
mond, Virginia. : 











R SALE—A juvenile shoe store in Mass. 

city of 100,000 radius.. Stock optional. Good 
opportunity for right man. reason for 
selling. Address B-794, c/o Boot and Shoe 
Recorder, 207 South St., Boston, Mass. 





FOR SALE—Because owners have other busi- 
ness, will sell stock of $8,500—%% shoes, bal- 
ance rubbers, and men’s furnishings. Also two- 
story and basement building 25x80. Can add 
other lines. Located in heart of fastest grow- 
ing West Mich. resort section. Address B-793, 
c/o Boot and Shoe Recorder, 207 South St., 
Boston, Mass. 





SHOE STORE FOR SALE—One of the best 
known shoe stores in Western Pennsylvania 
is for sale, as owner is leaving for the South. 
Located in busy manufacturing town, with pie 
pay-rolls. Stock, Fixtures and se. Wi 
invoice between $8,000 and $12,000. Stock in 
excellent condition. Write immediately for par- 
ticulars. Address B-795, c/o Boot and Shoe 
Recorder, 207 South St., Boston, Mass. 





R SALE—Retail shoe store in central and 

eastern Ill. Styles up to date. Daylight 
store room. Reason for selling, owner’s time 
occupied in other channels. Address B-796, c/o 
Boot and Shoe Recorder, 207 South St., Bos- 
ton, Mass. 








FOR LEASE 


WANTED—A live wire concern to sub-lease 
_part of a newly enlarged basement for 
ladies’ shoe department at a price in 
millinery store with a 100% location. Vanitie 
Hat Shop, 371 Main St., Worcester, Mass. 











AX attractive shoe department to let. Located 
in the finest department store of a large 
manufacturing city 25 miles from Boston. For 
narticulars address B-799, c/o Boot and Shoe 
Recorder, 207 South St., Boston, Mass. 


FOR SALE 
FOR SALE: A profitable shoe business, es- 
tablished thirty years in Toledo, Ohio. 


Stock -two to four 
dollars. Address, B-781, care Boot & Shoe 
Recorder, 207 South St., Boston, Mass. 


























for entire shoe stocks. We also buy 
your surplus or slow sellers, tities 
no object. Retail or Short 
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FOR RENT 


FOR RENT 





| There’s No Better Location to | 
Sell Shoes in N. Y.! 


You can now secure a New York City sales office and display room in the 
best location in the largest shoe buying center in the world. 
Suitable for a substantial line alone or for two non-competitive houses. 


For details address 


B-765, c/o Boot and Shoe Recorder 


127 Duane St., New York City, N. Y. ] 
orn SSS 0020 A010 








WANTED TO PURCHASE 








THE NEW YORK EXPORT 
PURCHASING CORPORATION 
596 BROADWAY, NEW YORK, N. Y. 
Phone—Canal 6874 
WILL SLOW SELLERS } FOR 
Buy { suRrivs stocks | oAoH 


Bargains in shoes always on hand for 
special sales and bargain basements 











New Carter Plant for 
Nashville 


ATLANTA—Dealers in the South- 
east have been advised by the offi- 
cials of the J. W. Carter Shoe Co., of 
Nashville, Tenn., that this com- 
pany has now completed its fine new 
shoe plant at that place, and is turn- 
ing out a number of the styles that 
are most popular right now in this 
district. The company has given its 
factory the name of the “style plant” 
in its advertising to the trade. It 
is devoted to the manufacture of 
shoes for men and is the third unit 


. of the plant this company is now 


operating at Nashville, being in 
reality an addition to the main plant. 
About 90 per cent of the production 
in the new unit will be of low shoes 
for young men. 


L. H. Steele Opens Store 


in Atlanta 


ATLANTA—The opening of a new 
shoe store in Atlanta at 65 Peachtree 
Street, in the downtown shopping 
district, is announced by Lee H. 
Steele, the store to be known as 
Lee’s. Mr. Steele advises that this 
store is one of a chain of several he 
and his associates contemplate open- 
ing in various southern cities the 
next few months, the chain to be 
headed by Mr. Steele himself. Other 
locations selected, he advises, are at 
Birmingham, Ala., and New Orleans, 
La., but there will also be other stores 
opened in addition to these. All the 
stores will be known as Lee’s. 

The Carlton Shoe & Clothing Co., 
86 Whitehall St., Atlanta, one of the 
city’s largest and best known special- 
ty shops, announces the appointment 
recently of Sime Einstein as general 
manager of the store. Mr. Einstein 
has been associated with the shoe 
and clothing business in Atlanta for 
some years. 


Des Moines Elects Officers 


The Des Moines Shoe Retailers’ 
Association recently elected F. W. 
Sampson, president; L. Akers, 
vice-president; H. Barles, secretary. 


November 28, 1925 


Attack Launched on 
“Fake” Styles 


MILWAUKEE — Agitation against 
the publication of fictitious styles 
from Europe which was started by 
the Milwaukee Retailers’ Associa- 
tion a short time ago will apparently 
have far-reaching results, according 
to a discussion which took place at 
a special meeting of the board of 
directors. At this meeting letters 
were read from Eastern manufac- 
turers expressing their interest in 
this question and assuring the local 
association of their active support 
of any measures taken to prevent 
the evil. Through the activities of 
these Eastern manufacturers the 
problem will probably come up for 
discussion at the meeting of the 
Style Committee in New York and 
will form a topic for discussion at 
any meetings of the National Manu- 
facturers’ Association or the mer- 
chants’ organization. The objection 
to the publication of these reports 
and the suggestion that steps be 
taken against it were first voiced by 
A. B. Caspari, president of -the local 
association. 

“This question is one of real im- 
portance,” said Mr. Caspari, “and I 
am very anxious to see something 
done about it for the benefit of the 
craft in the United States. Women 
who know nothing about styles are 
coming back to this country with the 
desire to say something startling. 
They report that such things as 
Cossack boots or lace shoes are be- 
ing worn in Paris when there is no 
truth in the statement. The publi- 
cation of such reports only results 
in the confusion of our customers, 
who come to us with questions about 
these styles. American manufac- 
turers make the finest shoes in the 
world, and something ought to be 
done to protect them from style re- 
ports which have no element of 
truth in them.” 





TO AND FROM 
CUBA, 


and rendering 
shipments or write for full information to 


17 Battery Place, New York City 





UNITED FRUIT COMPANY 


STEAMSHIP SERVICE 
NEW YORK—BOSTON—NEW ORLEANS 


JAMAICA, PANAMA, COLOMBIA, CENTRAL 
AMERICA, ALSO WEST COAST PORTS OF CENTRAL AND 
SOUTH AMERICA AND MEXICO. 


We have departments especially equipped for preparing bills of 
lading and consular invoices, also for transferring cargo to piers 
full service at ports for shippers. Consign your 


FREIGHT TRAFFIC DEPARTMENT 
140 S. Dearborn St., Chicago 
321 St. Charlies St, New Orleans Long Wharf, Boston, Mass. 


its place. 


circulation. 








GROPING IN THE DARK 


Time was when the purchase of advertising space was 
a “blind groping in the dark.” 
means of checking a publisher’s statement of circulation 
and often these figures were unreliable. 

In six years the Audit Bureau of Circulation has 
solved this perplexing problem. By a systematic analysis 
of distribution and methods this organization is able to 
supply just the data an advertiser needs. 
is dispelled and the bright light of verified facts takes 
Space buyers no longer find it necessary to 
grope in the dark. 

There are no dark spots in the Boot and Shoe Recorder 
Our records are audited by the Audit 
Bureau of Circulations. 


Advertisers had no 


The darkness 
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CHURCHILL MFG. CO. 
278 Thorndike Street, 
Lowell, Mass. 

















oe TEE CHICAGO 
and Pricee WIRE CHAIR CO. 


621 N. La Salle Street, Chicago, fl. 








CASH PAID 


for entire shoe stocks or us stocks 
of shoes or other 
quantity. Prompt attention given. 


KIRSCH-BLACHER CO., Inc. 
622-624 Broadway, New York, N. Y. 
Phone Spring 1443 











Milbradt Rolling 
Step Ladders 


> -}-——_| are made in a great many 
| styles to suit all kinds 
Pen + —| of stores and shelving. 
% ; They will enable you to 
: i get along with less help, 
—— : save the wear and tear 
= er on your shelving, and 
pped sub- 
ject to approval and 
satisfaction guaranteed. 
=—| Write for our latest ca 




















2416 No. 10th Street 
ST. LOUIS, MO. 














WINDOW ia 
DISPLAY 
FIXTURES 


Made by 


Segall & Sons 


933 Arch St. 
PHILADELPHIA 


Are Business Getters 
Send for Catalog and Prices 








































| ready. 











Get the Good Will of Your Neighborhood 
i} Our catalogue of novelties for children is now 
the home, office, etc. Send for free catalogue. 


PRETTY SOUVENIR ADVERTISING COMPANY 
37 East 28th Street ° 





Through the Children 







We also have some very fine novelties for 







“Gain a Lap on Your Competitor.” 







New York City, N. Y 











(CLICKER 





ay 


DIES 


% inch at 12 cents per 
running inch. 
1% inch at 17 cents per 
running inch. 

Minimum 15 Inches 


PROMPT QUALITY 
DELIVERY GUARANTEED 








1313 North 7th St. 
MO. 


FOLEY & HALLQUIST 
\._ ST LOUIS ls 














CASH PAID 


for shoe stores or ram ae Bn stocks of 

shoes or for other merchandise. Leases 

taken over. We will send a repre- 

sentative to investigate and make 

offer upon request. 

Kalter Cerf. Mercantile Co., Inc. 
591 Broadway, New York City 
Phone Spring 5160-5161-5162 











We buy quick and pay highest cash 

asite for retail and iclennle stocks 
shoes or any other merchandise. 

Seance no object. 

For 30 years our speciality. 

Bank and mercantile references. 


BROOKLYN PURCHASING SYNDICATE 
FRANK W. Proprietor 











& Co. 
826 Church St., New York, N. Y. 
Phone Walker 5848 
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Made Only of Wood 
for all lines 

IMMEDIATE 
SHIPMENTS 
Send for Catalog 
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